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ial Unit Wood Windows 


are being installed in thousands 


of individually built small homes, 
in addition to many projects like 
the Geneva Gardens Apartments. 
One of the many reasons being... Superior’s pat- 
ented flexible jamb-liner weatherstrip which insures 
smooth, free, easy-sliding windows. 

Superior Windows are made of Ponderosa Pine, 
kiln-dried and scientifically-treated to give long 
satisfactory service. The fact that wood is a natural 


insulator insures low maintenance cost and greater 


CARR, ADAMS & 


durability. Not only do Superior Windows provide 
all these advantages plus greater comfort and 
convenience but also saves money by speeding up 
completion of jobs through quick, easy installation. 

Superior Unit Wood Windows are distributed 
by leading Woodwork Jobbers throughout the 


47 Eastern States. 


COLLIER COMPANY, Dubuque, lowa 


Superior Unit Wood Windows e Exterior © litertor Doors e Putrances 


and Shutters 


Albss manufacturers of « 


e Clos-tite Casements e Carr-dor Garage Doors e Base- 
ment Unit Windows e Louvers & Gable Sash e Breakfast Nooks e 


Combination Doors ¢ Screens & Storm Sash e Corner (China) Cabinets 


e Gli-dor Cabinets ¢ lroning Board Cabinets « Mantels & lelephone 


Cabinets e Multiple Use G Linen Cabinets e Stair Parts 





sll unt Br ue 


MARCEL BREUER, Architect 


HOMES WITH A FUTURE HAVE TELEPHONE RACEWAYS 


Modern home planning considers the 
future as well as the present needs of 





the owner. Telephone raceways con- 
ceal telephone wires within walls. They 
also provide for the relocation or 
addition of telephones later on. 














It's easy and inexpensive to provide 
for telephone facilities during construc- 
tion. A few lengths of pipe or tubing 
placed in the walls will carry telephone 
wires to outlets located at key points 
throughout the house. 























Your Bell Telephone Company will 
be glad to co-operate in planning tele- 
phone raceway systems. Just call your 
nearest telephone company Business 
Office and ask for “Architects and BLAn/ poe 
Builders Service.” se 

TELEPHONE OUTLET CAR PORT 
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PROPERTY OWNERS — Write for a list of ACCREDITED MANAGEMENT ORGANIZATIONS nearest you 
Send your request to the INSTITUTE OF REAL ESTATE MANAGEMENT, 22 West Monroe Street, Chicago 3, 
lll. ‘(Affiliated with the National Association of Real Estate Boards.) 
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Kitchen in Chicago residence where Mosaic 
glazed wall tile provides a time-defying 
surface. Tod Sloan, Architect. 


The beauty, durability and freedom from 
maintenance that only ceramic tile pro- 
vides, can be yours at new low costs — 
whether you are building or remodeling. 
Mosaic’s “Lockart Thin - Setting Bed 
Method” actually reduces the cost of in- 
stalling Mosaic tile as much as one-third. 
This important reduction in application 
expense, plus Mosaic’s wide choice of 
colors in glazed wall tile and ceramic 
mosaic floor tile, makes Mosaic tile a 
natural selection for every job. 

Ask your tile contractor about “Lockart” 
and about Mosaic’s “Harmonitone” color 
line — or write Dept. 12-9, The Mosaic 
Tile Company, Zanesville, Ohio, 

Breakfast-dining room with garden view, 


where the ceramic mosaic floor 


means easy maintenance 


THE MOSAIC TILE COMPANY 


(Member Tile Council of America) 
OFFICES IN PRINCIPAL CITIES 


OVER 2500 DEALERS TO SERVE YOU 
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“Il Never Lose an Opportunity 


to Tell Fellow Realtors 
2) 
About PERFECT HOME Maga- meg, Hobert E. Scott. president of r.¢. Scot 


co. realtors of Elizabeth, New Jersey, 

’ is also president of the r. e. Scott 

4 . * - M4 99 mortgage co. Noted as a speaker on 
zine as a Business Builder, ee = ae + eles 
Scott’s companies handle property 

management, sales, leases, appraisals, 

investments, mortgages, insurance and 


bonds 
says Robert EF. Scott, New Jersey Realtor 


N traveling around New Jersey, I never lose an opportunity to tell fellow 

realtors of the work of Prerrecr Homer Magazine as a business-builder, and 
those who have accepted my advice are firmer friends than ever,” says Robert 
Ek. Scott, realtor of Elizabeth, New Jersey. 


“No one would think of angling for a bass with a bare hook, but when it 
comes to fishing for prospects we sometimes feel our attractive offices, trained 
personnel, and years of establishment in business should cause them to jump 
right in the boat. They don’t! We have found Perrecr Home one of the finest 
forms of institutional advertising we have ever tried, and your Mr. Kynor expe 


rienced no difficulty in renewing our contract again this year. 
“We wouldn't take a profit for our Perrrcr Home franchise!” 


Enthusiasm such as this from Mr. Scott, and other blue ribbon users of Per 
rect Home is understandable if you have read any issue of this monthly pres 


tige-builder. It is alive with ideas, authentic articles, new information on homes. 


This magazine is edited to be its sponsor's own publication. The sponsoring 
company’s name appears as the publisher on the front cover page, and the 
back page lists the leading reliable local building factors who join the sponsor 
in publishing it. So well does Perrecr Home tell the sponsor’s story that read 
ers frequently congratulate him for his fine editorship. 


The cost of sponsoring Perrecr Homer Magazine is nominal. Under the Per 
rect Home Plan, editorial preparation, photographic, art and typography costs 
are shared among its users throughout the nation. Local reproduction and mail 
ing costs are in turn divided among the selected firms who sponsor it. Collective 
ly, these firms thus establish a strong force for local home ownership, for pres 


tige and quality that no one of them could do individually 


\ limited number of franchises exclusive, annual, renewable are avail 
able to established organizations of unusually high qualifications. If you are 


interested, please address your mquiry to 


STAMATS PUBLISHING COMPANY, CEDAR RAPIDS, IOWA 
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BE TRULY MODERN A BUILDING MUST BE AIR CONDITIONED 


The Berkshire Apartments, 4201 Massachusetts Avenue, Washington, D. C 
Builder: Standard Construction Company, Washington, D. C., Wm. Magazine, 
President, Charles Kaplan, Secretary. Architects: Corning & Moore. Consult 
ants to Builder: Wm. Bornstein & Son, Inc., Chrysler Airtemp Dealer. Mechan 


ical & Electrical Engineers: General Engineering Associates 


Chrysler Airtemp Individual Room : 
Air Conditioners Selected for a 


vidual apartments in Dj 
are provided with Chrysler Airtemp roo 
air conditioning systems for both heating 
and cooling. 2k FR 


Washington’s Largest and Finest 
Apartment Building 


In Washington’s new Berkshire Apartments—believed 
to be the largest single apartment building in the United 
States—Chrysler Airtemp Air Conditioning units were 
selected due to their attractive and compact design; 


Chrysler Airtemp offers through its nationwide dealer 
organization or regional offices in principal cities the 
services of highly-trained field engineers to help select 


the most efficient air conditioning systems for your 


their quiet, automatic and dependable operation. Here specific job. And when desired, Airtemp Construction 


over 1000 tons of Chrysler Airtemp refrigeration and Corporation—wholly owned subsidiary of Chrysler 


water cooling equipment —using 1350 individual room Corporation —will see the entire job through to com- 


units—is now being installed. pletion, including supervision of field operations. 


Perhaps you, too, are planning new construction or For additional information relative to Chrysler Air- 


the modernization of an existing building. If you are, temp’s engineering services, send coupon today 


3 BASIC SYSTEMS TO MEET EVERY BUILDING NEED 
CENTRAL SYSTEMS “UNITEMP” SYSTEMS INDIVIDUAL ROOM UNIT SYSTEMS 


Claysler Airlemp 


AIR CONDITIONING e@ HEATING Nome 
COMMERCIAL REFRIGERATION Address 


AIRTEMP DIVISION OF CHRYSLER CORPORATION, DAYTON 1, OHIO 


AIRTEMP DIVISION OF CHRYSLER CORPORATION 
Dayton 1, Ohio 
We would like to consult one of your field engineers regarding our 


air conditioning problems 
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 SERVELS Lower 
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3,010 GAS REFRIGERATORS were chosen for Park Forest 
—Chicago’s most modern community, now under construction 
by American Community Builders, Inc., Loebl, Schlossman & 
Bennett are the designers. 
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Maintenance Gost 
Matter of Record 





OU’RE not guessing when you choose 

Servel Gas Refrigerators. Experience 
with multiple installations has shown that 
Servel’s upkeep cost is only a small fraction 
of the cost required to maintain other types 
thanks to Servel’s 
basically different principle of operation. 


of refrigerators .. . 


By having a tiny gas flame do all the 
work (instead of a motor), the Servel freez- 
ing system does away with all moving parts. 
Thus there’s no machinery to grow noisy 
. .. to wear and need repairs. That’s why 
only Servel stays silent, lasts longer . . . gives 
you and your tenants dependable, worry- 
free service year after year with no loss in 
efficiency. 


Consult your Sweet’s catalogue for full 
details, or write to Servel, Inc., Evans- 
ville 20, Indiana. 
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*Just Look At The Record 


‘tn 12 years OvF Servels 
have cost Us nothing for 


pairs r LOS ANGELES, CALIF. 
re ° 





“In the six years we have had 
our Servels, we’ve had no 
maintenance costs or service 


calls.” CHICAGO, ILL 


Py LL —— 
we — 
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TO MEET THE DEMAND FOR NATIONAL’S “THRIFT HOME”! 


@ Building a quality home at a price most people 
can afford pays dividends in the form of more 
business. That has been National Homes Cor- 
poration’s experience with the “Thrift Home,” 
now the largest-selling, low-cost quality home on 
the market! The nationally advertised “Thrift 
Home” (two and three-bedroom sizes, 16 de- 
signs) is more attractive and more saleable than 
ever. Latest improvement is a beautiful, eggshell 
satin finish on all interior walls, wood trim and 
doors—a “New Look” for the interior. The cost 
is still the same, approximately $6,000 including 
lot, with only a few hundred dollars down. 


In some areas, National Homes Accept- 
ance Corporation offers a source for final 
mortgages as well as construction money 
for the convenience of our dealers. 


HOMES CORPORATION... 


January, 1950 


More production means the opening of more 
territories. If there is no National Homes dealer 
in your city, write us regarding qualifications. 
You may be eligible for a National Homes deal- 
ership. 


SOME DEALERSHIPS NOW OPEN! 


SEE... 


the *Thrift Home” at the NAHB 
Annual Convention and Exhibit 
Stevens Hotel, Chicago, 
February 19-23 


SPACE 95 


LAFAYETTE, INDIANA U.S.A. 
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Keeping Open-Minded 


REALTOR-BUILDER we know was saving several months ago 
fl that there was no demand in his community for homes in the 
$9,000 to $12,000 class. The last few houses he had constructed 
didn’t sell quickly. To all appearances, he was right. 

Along came a friend who had seen an appealing 3-bedroom hom« 
in another city which could be built, including 50-foot lot, for 
$10,500. Our realtor-builder was persuaded — finally — to build just 
one more house in that bracket. He more or less duplicated this 
3-bedroom model and at the same price. Much to his surprise he 
had three additional buyers before the house was finished. Families 
bought without benefit of advertising or intensive sales promotion 

It is so easy to build up prejudices and smugness following a 
period of easy sales such as we have just passed through. We talk a 
lot about the need to go back to selling again, but what we probably 
ought to stress is the need to go back to open-mindedness again 
Let's retrace every step in our operations, whether we are builder 
broker or manager, and see what can be improved, in the light of 
today’s conditions. 

Is our product right? To a builder that calls for complete honesty 
on such points as these: Am I hidebound on some of, my ideas of 
profit and design and merchandising? Is my markup right? Do | 
have too many personal prejudices in my houses — such as fireplaces 
or breezeways, when an extra bedroom might be more desirable? 
Am I sure my stand is right regarding such things as basementless 
houses, dry wall construction, or the packaged mortgage? Am | 
investigating new products which increase quality and value? 

Is our service right? That calls for answers by the brokerage and 
property management departments on such questions as these: Are 
we spending the time we should to write good advertising? Are we 
following through? Are we selecting new employees on the basis of 
aptitude, as determined by tests? Are we taking listings at realistic 
prices, or are we too fearful the other fellow will get them if we 
don’t grab ‘em? Do we have adequate office cordiality? Are we 
abreast of what’s new in home building and modernization? Are we 
courageously setting commercial rental rates to yield a fair return, 
realizing that this may mean a loss of tenants — but that price wars 
don't help. Are we making people want to do business with us? 

The year 1950 is a good time to explore thoroughly the things 
that work and those that don't. Let’s have the courage to admit past 
mistakes or laziness or inadequacies. Let's put full steam ahead on 
the products and techniques which have brought lasting success 
That means cold, objective analysis, gathering of data, and alertness 
to new, practical ideas. 


Let’s open the new year with an open mind. It’s going to be that 


the editor 


kind of a vear. 
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Ideas That Sell Homes 


A compendium of new ideas being used by real- 
tors and home builders to help build good-will 


and profit in the challenging market of the ‘50’s 


Salesmen for the Nordblom Company, Boston, have 
found it profitable to promote the sale of small coun- 
try stores and business enterprises of all kinds, includ 
ing auto agencies and manufacturing companies, in 
smaller communities. The program was started on the 
theory that there are many executives being retired 
having capital of from $10,000 up, who are not in- 
terested in permanently retiring. 

Robert Nordblom says, “We have found that this 
type of person is willing to leave the larger cities and 
seek a livelihood in the smaller communities offering 
a slower pace of life and general activity. There are 
not many brokers active in this field, and we feel we 
are offering a distinct service to both seller and buyer.” 


Pamphlets giving FHA commitments along with 
the price of new homes are sent to professional men 
in South Bend by Whitcomb and Keller, Inc. Data 
accompanying the photos of the new Sunnymede 
homes in the folders gives size of homes, brand names 
of equipment, special features, and the two price quo 
tations. 

The company carefully plans display windows to 
give 24-hour service. One daytime display consists of 
a decorative wrought-iron grill against which flower 
displays are arranged. A sign reads, “Beautiful flowers 
grow in Sunnymede.” An after-dark display consists of 
three windows darkened except for large block letters 

“Sunnymede Fourth Addition” which are effect 
ively spotlighted. 


. A Kardex filing system does a quick job of locating 
properties for the prospects of Robert W. Leavitt, 
Lake George, New York. In the upper left-hand con 


ner of the file card is the kev classification to the 
whole system. For example, SF is shore front, NS is 
non-shore front, H is hotel, F stands for farms. The 
cards are further cataloged by YR (year-round) and 
SEA (seasonal). Another division is under M (man 
agement), in which cards are classified as SB (small 
business), GS (gas station), RM (rooming houses). 

The top part of the file card has the lowest prices 
working consecutively downward to the higher prices 
The price range desired is the entrance classification. 
Specific type of the property is shown at the bottom 
left of the card. 

When a prospect is interviewed by the Leavitt com 
pany, his requirements are noted on a sheet giving 
name, address, phone number, how and when con 
tacted, properties selected for his inspection 


Typewriters are installed in Denver hotels by one 
realtor. Typewriters are complete with stand and cost 
the user 10c for one-half hour. They are serviced onc: 
a week and the hotel receives 10% of the weekly earn 
ings. Cards of the realtor are left on the typewriter 
stands and hotel managers often report to the realtor 
when hotel guests are house-seeking 
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Tile breakfast bars are among the added conveni 
ences that add salability to the new homes of Mac- 
Bride Realty Company, Sacramento. The bar, an in 
expensive and attractive item, according to the com 
pany, is an extension of the sink, has a tile top with 
cabinets below. 

Extra sales-makers in MacBride homes includ 
weatherstripped windows that can be removed to b« 
washed from the inside, combed plywood for wain 
scoting or paneling, tile wash basin (commonly known 
as a tile pullman vanitv) in the bathroom in place of 
a wall sink. In the three-bedroom houses, an extra 
lavatory is included when the price exceeds $10,850 


Durable folders for filing valuable papers are given 
buyers at closing of the sale by Studstill and Hollen- 
beck, West Palm Beach. The company also supplies 
mortgage record books to the mortgagor and mort 
gagee to keep a record of payments. 

To stimulate sales, these Florida realtors have a 
traveling trophy a silver cup which carries the 
name of the salesman with the most volume tor each 
month. When a salesman’s name appears three times, 
he is awarded the cup. 

This same company has a sales meeting every morn 
ing. During the meeting one phonograph record out 
of an album on selling techniques is played. 


A community playhouse for use of the residents of 
Paul Trousdale’s Lakewood Gardens subdivision in 
Los Angeles has proved to be an important salespuller. 
Four hundred members of Mr. Trousdale’s Lakewood 
Gardens Civic Association use the facilities of the 
playhouse almost every night of the year. 

The playhouse, which can be used on a project of 
300 homes or more, consists of a club house, swimming 
pool, baseball diamond, wading pool, and barbecue 
for the exclusive use of residents. By pro-rating thé 
cost among all the houses, it builder not 
more than $100 per house, which can be absorbed in 
the selling price. Facilities of the playhouse and mem 
bership in the community association are frec 

Mr. Trousdale that the playhouse not only 
serves to draw hundreds of prospects to the subdivi 
sion, but also provides a service to the community and 
a combat against juvenile delinquency. 


costs the 


Says 


When owners have extravagant ideas on the value 
of their homes, J. Ainsworth Scott, Albany, can show 
a complete record of all sales prices of homes in any 
locality. Invariably the owner reduces his price and 
Mr. Scott gets a new listing 


Complaints of new home buyers are carefully han 
dled by Lawrence E. Gibbs, Pasadena. Mr. Gibbs, be 
lieving that satisfied customers are one of the most 
important selling forces, sends any complaint on con 
struction into the field to the designated craft. When 
the craftsman takes care of the complaint or has a 
reason for not doing so, he 
returns it for filing 


writes it on a slip and 


Complete furnishings, including draperies, floor coy 
ering, and appliances, are offered buyers of the econ 
omy houses built by Broome-Mossman, Albuquerque. 
Cost of these “extras” is $1125. The company 
gives warranties against structural, mechan 
material defects in the houses. Newspaper 


also 
one-veal 
ical, o7 
display ads of the company show actual clevations 
and floor plans olf the homes and carry a coupon which 


can be mailed in for a free booklet on the homes 
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VALUABLE PAPERS 


Top left: Combed plywood paneling on walls 
around fireplace or for wainscoting is another 


“extra” that entices people to buy. Below: Tile 


pullman vanity in bathrooms of MacBride 


Realty Company, Sacramento, helps attract 
sales. Left: Heavy paper envelopes for valu 
able documents are given to buyers at closing 
of the sale by Studstill and Hollenbeck, West 
Palm Beach. Above: Kardex filing system used 
by Robert W. Leavitt, Lake George, New York, 


Complemense of indicates the price of the property in lower 
STUDSTILL & MOLLENRHOK, INC 


right hand corner, and key classification in 


upper left hand corner. Other for prospect data 


P Pench Chae 
HIGHWAY AT NORM st 

Comeult ous Mortgage Lowi 

Long Term Loon We also bwy amd all existing 

— 


Daytime window display created by Whitcomb 
and Keller, Inc., South Bend, shows flowers from 
Sunnymede, the company’s subdivision, arrayed 
against a wrought iron grill. Above: A_ night 
time display by the same company fills three 
windows with large, lighted signs advertising 


the ever-growing Sunnymede Fourth Addition 
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Five $10 awards for the best letters written by school 
children on the subject “Why I Hope My Parents 
Purehase a Home,” are offered by a West Coast real 
tor. An award is given in each of five age groups: 
6-9, 9-12, 12-15, and 15-18. A special award is given 
the winning student from the surrounding rural 
region. 

These letters are condensed and reprinted as the 
basis for a series of ads built around the theme, “Give 
your child a worthwhile background for his or her 
future buy a home today.” 


ov 
1s 


Classified newspaper ads selling the lots in a sub- 
division are written just as carefully by Byrd Real 
Estate Company, Birmingham, as the ads selling a fin- 
ished home. The company writes sales-pulling copy 
under such catchy headlines as “Don't Oversleep Your 
Dream,” “Is Somebody Else Buying Your Lot?”, “Come 
and Bring Your Plans.” 


Children of customers are “small salesmen” and re 
ceive special treatment from Albert Balch, Seattle. 
To keep children entertained while he is talking with 
their parents, Mr. Balch keeps an assortment of toys 
and candy on hand in his office. In his housing de 
velopments, Mr. Balch instructs buyers’ children in 
building houses and roads, gives them occasional rides 
to nearby ice cream parlor in company trucks. 


In new homes listed with Stanley Epstein, St. Louis, 
walking areas on the new floors are covered with 
building paper on which room sizes are written in 
chalked numbers. The paper protects the floors and 
the written numerals help visiting prospects visualize 
how the home serves their needs. 


A simple calling card started a fad and resulted in 
valuable free publicity for Roger S$. Watson, Santa 
Ana. Using his name in one corner of the card, his 
business address and phone number in the opposite 
corner, he inscribed in large swing-bold letters the 
legend “Ask Mr. Watson.” Directly beneath appeared 
the words “real estate.” The “Ask Mr. Watson” idea 
caught on with the local high school students with 
the result that the answer to any question in high 
school and junior college circles became, “Ask Mr. 
Watson,” or “Mr. Watson knows.” 


A package of vouchers redeemable at local stores 
are given new home buyers by one Midwestern real 
tor. The package contains vouchers worth $2 on any 
purchase of more than $10 of furniture, vouchers 
good for reduced rates on plumbing and_ heating 
fixtures, and vouchers for reduced rates at local thea 
ters. The company arranges for co-operation with 
merchants in all lines in various sections of the com 
munity 


Tract salesmen for the G. W. Williams Company 
distributed Christmas stockings for children living in 
the company’s Southwood district, Burlingame, Cali 
fornia. The company also offers such good-will serv- 
ices as baby sitting at the tract office for owners who 
have short errands, and a small, free lending library 
for subdivision New home buvers also re 
but attractive plant or shrub 


residents 
1th xp THSIVE 
company 


ceive an 
from the 


Like many other realtors, Arlo | 
Falls, believes that a satished clientel 
source for listing and selling property 


Spranger, Sioux 
is the greatest 

One of the 
ideas used by Mr. Spranger is this slogan on his letter 
heads: “You pay for a home whether vou own one o1 


not buy one 
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Let’s Retire The Word 


‘Bungalow ’’ 


ERHAPS it is about time we did something 
about the word, “bungalow.” 

It is being used inaccurately. Applied to to 
day's houses, it doesn’t fit. The word has an un 
pleasant connotation. It does not help sell houses. 

Yet the real estate classified advertising pages 
reek of it. 

“Bungalow” comes from the Bengali, and orig 
inally referred in India to “a lightly built house 
of one story with a wide veranda surrounding 
it.” If you think there is anything glamorous 
about the native bungalow, look up a picture ol 
it in your Webster's unabridged. 

“Bungalow” was first used in America shortly 
after the turn of the century, when the Ameri 
can scene broke out in a rash of one-story shing| 
and stucco houses with wide porches. Somehow 
the word still calls up pictures of those ugly, out- 
dated houses. Yet it is being used today to de 
scribe houses without any porches at all. 

The very sound of the word connotes “bung 
stop” or “bung hole.” It is not made any pretticr 
by those who abbreviate it in their ads to read, 
‘>-room bung. for sale.” 

Let's retire this old-timer, because it has more 
than served its best day. 

The problem is to find a good word to take 
its place. Perhaps “cottage” comes nearest, esp¢ 
cially if it were adopted universally as meaning 
a one-story house. Yet, in some areas, “cottage” 
implies a summer or resort home. Several have 
suggested such trick names as “lowhaven” or 
“landscaper.” Or possibly we may better be con- 
tent with simply “one-story house” or “horizon 
tal house.” 

Have you any ideas? 


The Editor 











A system of awards for getting good listings pays 
well for the Santa Ana Realty Company, Santa Ana, 
California. When a salesman secures an open listing, 
one that would not have come to the office otherwise, 
the sales manager places his name on the listing with 
the notation “10%.” This assures him that if the prop 


the com 
will re 


erty is sold by another salesman in any of 
pany’s offices or any co-operating office, he 
ceive a 10% commission. 

If the listing is exclusive, he 
it is an exclusive right o1 
ceives 20%. 


is assured of 15%. If 
a multiple listing, he re 


This commission is conditional on the listing being 
signed by all owners and that it is sold during the life 
of the listing. The listing salesman has first chance at 
renewing the listing if it is about to expire. Herb 
Alleman, president of the company, says, “The man 
ager investigates all listings, and, if the property is 
priced too high, he instructs the listing salesman to 
get it reduced, or, if the reduction cannot be obtained, 
order it cancelled.” 


“Home of the Week” window display by a Denver 
realtor features a large portrait of a listing 
together with several smaller photos of the home in 
terior. Interest is further stimulated in the weekly 
selection with the aid of radio spot announcements 


choice 
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A picture folder gets new listings for Rex L. Hodg 
es, Long Beach. He takes pictures of homes he be 
lieves are too large or too small for their present own- 
ers, then places the pictures in small folders and gives 
them to the owners. Copy on one side of the folde: 
asks if the home still is meeting the owner's require 
ents; if not, whether the company can help the own 
er find a new home. This portion of the card can be 
signed, torn from the rest of the folder, and mailed 
postage-free to the company. 


A unique ad position in the local newspaper brings 
in more inquiries for the G. Fred Ritter Real Estate 
Agency of Middletown, New York. A column inch ad 
appears daily in one of the two box border spaces in 
the masthead of the newspaper. The ad costs $15 for 
five days and for an additional $1.50 the same ad can 
be run on the second page. Mr. Ritter reports the 
nasthead position is more effective because many peo 
ple see it who do not ordinarily look through the 
classified section. 

Identification cards are issued by a St. Louis realtor 
io anyone who asks for them at the office. One side 
contains the usual spaces for name, address, names ol 
physician and nearest of kin, and a space to note 
blood type and any diseases which might cause the 
owner to faint. The realtor’s name and address appear 
on the reverse side. 


A permanent file of telephone calls is maintained 
by Dick Hall Realty, Tucson. All calls are listed in a 
“dispatch book.” ‘The top sheet of the book is perto 
rated into small telephone slips which can be 
to the person wanted. The sheet 


given 


below is used fon 


carbon copies, remains as a permanent record of all 
calls. The book is especially useful for keeping track 


ol prospects. 


Sales kits used by 
contain 


Chamberlain-Kirk, Des Moines, 
a wide variety of information for every salt 
In addition to photos and a brief description of all 
exclusive listings, the kits contain zoning maps and 
restrictions, graphs of population growth, pertinent 
data on the city, market value and business cost trends, 
interest and amortization tables, maps of school dis 
trict boundaries. Newspaper clippings about the com 
pany are included in the kit to show prospects thc 
reputation of the company. 

Location of homes sold in J. C. Nichols’ subdivi 
sions, Kansas City, Missouri, are marked in red on 
inaps of the subdivisions. Names of the buyers are 
printed alongside the marks. These maps are sent to 
prospective buyers, shows them where friends and as 
sociates have purchased homes. Mr. Nichols reports 
this is especially effective in selling employees of a 
large company alter one or two other employees have 
purchased a home in a subdivision. 

Small monthly calendars with information about 
current listings are given to prospects by a New O1 
leans broker. A color photo of a current listing 1s 
pictured on a card with the calendar. Information 
The 
calendar fits easily into purses and wallets and is said 
by the broker to be effective than the 
al vearly calendar. 


about other listings is carried on the reverse side. 


more tradition 
“Santa Claus Speaks,” a children’s radio program, 
was used this past season by an Eastern realtor. Let 
ters with a Santa Claus letterhead were obtained at 
the company by parents o1 children. On these the 
children wrote a list of the presents they most want 
ed. The most int resting letters were chosen and pi 


sents were awarded their young. 
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A “Public Display Room” in which all current list 
ings are pictured and classified on two walls is used 
by C. E. Spring, Minneapolis. Photos of the listings 
are classified according to residential developments of 
the city under New, Exchange for Smaller, Exchang« 
tor Larger, Duplexes, Apartments, and Miscellaneous. 
Mr. Spring uses newspaper ads to invite the public to 
see the display, finds it a strong means of drawing 
pe ople into his office. 


Buyers of homes built by James H. March Company, 
lacoma, receive a leather-bound document file with 
‘Lakeview Village” embossed in gold on the cover. 
The file contains seven compartments for valuable 
documents connected with the transaction. 


Home seekers in New York City quickly bought 
the “vertical” homes in this new cooperative apart 
ment hotel. Most of the 89 suites of the 18-story and 
penthouse building were sold from the plans, reports 
Gustave Ross of Brown, Harris, Stevens, Inc., selling 
agents for the builders, Sam Minskoff & Sons. Ac 
cordion-fold architecture presents many of the suites 
with a view of adjacent Central Park. The suites, 
from two to five rooms, simplex and duplex, have 
fireplaces, high ceilings, modern hotel kitchens. Sev 
eral of the larger suites have private terraces 
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50 Tax Pointers for 


Should you take depreciation 
deductions in a loss year? Is an 
increuse in the market value of 
a@ property taxable before the 
sale? Are a tenant's improve- 
ments taxable to the landlord? 
Our tax expert answers such 
questions as these to help you 
save time and worry in making 
out your income tax statement 


By BERT V. TORNBORGH, CPA 


l. Residence, stock and bonds, 
household furniture, unimproved 
real estate, patents, contracts, works 
of art, copyrights, are typical ex 
amples of capital assets for the 
average tax payel . if these items 
are not used in trade or business. 

2. Capital gain or loss provisions 
apply only in case of sales or ex- 
changes of capital assets. 

3. L.oss 
a pt 


worthlessness (ex 
securities) or from abandon 
ment is not capital, and if the asset 
was held for profit, trade, or busi 
ness, such loss is deductible in full. 


1. Foreclosure or tax sale of resi 
dence (which is not business prop 
erty or income produc Ing property) 


does not result in deductible loss. 


5. A real estate broker holding 
rental properties for investment ts 
entitled to the benefits of section 
117(j) the ‘Tax Court has ruled. 

6. “Benefits of section 117 (j)” 
means briefly: I, in tabulating all 
gains and losses on above type ol 
property a net gain results before 
applying any 50°% for the holding 
period, then each item of the tabu 
lation is treated as a long term 
capital asset. 

7. Capital assets holding period 
is not figured by counting the day 
of purchase but by counting the 
day Sundays and holidays 
in between are counted 

8. On joint returns of husband 
and wife, capital gains and _ losses 
are combined; they are entitled to 
one $1,000 capital loss on a joint 
return, each may be en 
titled to $1,000 capital loss on sepa 
rate returns 


ol sale 


whereas 


16 





9. Husband and wife are entitled 
to file joint returns if they like... 
even if they employ different ac 
counting methods. 

10. Advance payments you have 
received, if not returnable, are in 
come in year of receipt. (Advance 
rental, etc.) 

ll. Money 


tion ol 


received for cancella 
le asc is income. 
12. Drawing account of salesman 
his earnings, if can 
celled by employer, becomes tax 
able income to the salesman. 

13. Taxes paid by tenant for the 
landlord are income to the land 
lord. 


in excess of 


14. Campaign contributions re 
ceived by a political candidate are 
not taxable income to him. 

15. Dividends on building and 
loan shares not available before 
maturity are income only at time 
ol maturity. 

16. Group life insurance prem 
iums paid by employer are not tax 
able income to the employees 

17. Federal income tax refunds 
are not taxable. 

18. Increase in the value of prop 
erty is not taxable until realized 
through sale or exchange. 

19. Inheritances are not subject 
to income tax. 

20. Value of improvements mad 
by a tenant are not taxable income 
to the landlord. 

21. Auto damages caused by icy 
pavements, frozen block, or colli 
sion, if not covered by insurance, 
are deductiblk 

22. Fire and flood, and 
theft losses are deductible, but vou 
can't deduct loss on auto trade-in 

23. Termite damage 


storm 


is consider 
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oc? 
———— 


ed too slow and gradual to classify 
as a casualty loss and is not deduct 
ible. 

24. If your income and deduc 
iions for 1949 are the same as for 
1948, your tax should be about the 
there have been no 
major changes in the law. 

25. Are joint returns subject to 
less tax than separate returns? To 
make sure, compare both methods 
Joint returas usually result in less 
taxes. 

26. If vou believe 
fund on an 
fund, file youn 
an early refund. 

27. If you collected “back pay” 
exceeding 15°, of your 1949 gross 
then that pay should be 
taxed at the rates applicable for the 
vears in which it was earned. 

28. Partnerships pay no. tax. 
Partnerships file an information re 
turn on form 1065. Each partner 
indicates his share of the net in 
his individual return 
whether or not that income was left 
in the partnership or distributed 

29. When a_ stockholder buys 
property from a corporation at less 
than fair market value, the differ 
taxable to him as a divi 
When an employee makes 
bargain purchases, he is 
taxable on the differences for extra 
compensation. 

30. Bad debt recoveries or tax 
refunds are not taxable if vou de 
ducted the items in an earlier yea 
without getting any tax benefit. 
(For example, a loss of income.) 

31. Rental value of property 
owned and occupied by a taxpayer 
is not taxable 

Please 


same because 


vou have a re 
withholding 
return early 


CXCESSIVE 


to get 


mncomc, 


com on 


ence is 
dend 
similar 


income. 


turn to page 38 
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PLAN YOUR 











ADVERTISING 


Advertising keeps your business fresh and brisk. But many 
realtors do not follow a regular, planned schedule of adver- 
tising, especially of older listings. Don’t ignore those old list- 


By CARL EWERT 


Associate Editor 


bee olten good listings lose thei potential money 
value because of irregular, unplanned advertising. 

Merchants do not attempt to do business without 
an inventory of unsold merchandise. Neither should 
you, 

Do you forget about the old listings in vour file, 
or do you frequently try to rotate them to the front 
of your saleable merchandise with planned advertis 
ing and common sense talks with owners? 

The Journal last month conducted a question-and 
inswer survey among readers to discover how they 
spend their advertising dollar and how they plan then 
budget. Responses from all over the country indicate 
that the need for planned advertising is “front rank” 
in the industry’s problem parade 

“Do you keep a record of the dates each listing was 
advertised?” 

\ total of ‘Yes’ 15.4% said, “No 
Several indicated that they planned to begin 
K. Hauck of Burlington, Vermont 


a spreadsheet having a 


84.6°,, said 


George a typ 
small 
square for each day of the month. When his company 
advertises a property, his people check the dates in 
the square so that they tell at which 
properties are being advertised. 

Frank MacBride, Jr., of MacBride Realty Company, 
Sacramento, California, keeps a record of the dat 
each listing is advertised in a loose-leaf notebook with 
the date captioned below it 

Harrison Todd's organization in Camden, New Jer 
sey, clips the ad from the paper and pastes it to the 
back of the listing card in the files and then posts 
the date. 

“Do you have a schedule of dates each listing is to 
be advertised?” 

Responses were 76.9% “No”, and 23.1% “Yes 
F. Poche Waguespack of New Orleans says, “Although 
all properties are advertised periodically, we have no 
fixed schedule properties are better 
‘leaders’ than others and should receive special] adver 
tising attention. 

The MacBride Company 
least a day ahead for during-the-week advertising, and 


ical response uses 


can a glance 


because some 


sets up its schedule at 
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ings too long. Review the data and convince the owner that 
he must revise the price. And plan a budget that makes less 
necessary the spending of over 10% of total commission 


at the Friday sales meeting for week-end 
advertising. 

Realtors have always expressed differences over ad 
vertising old listings. We asked our round table if their 
old listings reappeared according to a definite sched 
ule and 72% said, “No”, 28% said, “Yes.” Russell S 
Wilkinson of Wilkinson & Snowden, Memphis, Ten 


a property is worth keep 


o 
morning 


nessee, says, “If we believe 
ing in our files as an active listing, we continue to ad 
vertise it ‘till it is sold 

Io most realtors, unsold listings mean there is a 
need for price reduction. After the owner 


ressive selling campaign by the real estate firm and 


has seen an 
agg 
listened to fault-finding prospective buyers, he is re ady 
to reduce the price, says our board of experts 

Paul E. Weaver of Council Bluffs, lowa, like so 
many brokers, makes the individual salesman respon 
sible for writing informative copy and “keeping track” 
of the adveri 

“Do you a ivertise your older listings as frequently 
as your most recent ones? 

Close to a fifty-fifty split of opinion exists; 42.9% 
do not advertise older listings as frequently, 57.1°% do. 

\n eastern realtor expresses it this way: “We do not 
advertise older listings as frequently, I'm afraid, as 
more Right here, I believe the 
real estate profession has one of the principal reasons 
older properties are not sold. We are all enthusiastic 
but 


ing dates 


we do the recent ones 


when a property is first listed and we advertise, 

enthusiasm runs out all too soon in many cases.’ 
I'wo schools of thought: One holds that any listing 
in the file is a sales-source if it is “brushed-up” to with 
stand the critical stare of the prospect; the 
lieves that emphasis must be placed on the new list 


oul 


other be 


ings 

“Do you immediately advertise a new listing?” 

We found that 95.8% do. J. M. Schmierer of Fargo, 
North Dakota, belongs with the dissenting group. H« 
says, “We do not advertise new listings immediately 
We screen all our listings and try to promote the most 


saleable propertics first.’ 


Please turn to page 36 


January, 1950 





Ten Ways to 


Overcome Buyer Resistance 


if your prospect for a home says he wants “‘time to think it over” 


or “the price is too high” or “the market may drop” or “I might 


be transferred,” there are definite ways to handle such objections. 


Whether these objections are rea! or imaginary, they are rea! to 


the prospect, and the successful salesman must dispose of them 


By EDMUND MOTTERSHEAD 
a I real estate sales managers 
L 


these days are burning mid 
night oil to catch up the lost time 
in sales revitalization which o¢ 
curred in the hectic days of post 
war reconversion. Many sales orga 
nizations have been rebuilt from 
the ground up in the past three 
years, and others have felt a seri 
ous tightening up of policy all the 
way down the line. The old prob 
lems of compensation for insurance 
business, hiring men as specialists 
in obtaining listings, finding good 
men, and developing sales tech 
niques effective in competitive con 
ditions are recurring as sales man- 
agers plan more intensive cultiva 
tion of their sales potential. 

In the midst of this activity, sales 
manuals, sales tools, external house 
organs, and sales training in basic 
selling fundamentals all come to 
play an important part. However, 
regardless of training in the basic 
fundamentals of real estate selling, 
appraisal, contract, financing, in 
surance, policy training, and con 
stant field supervision by experi 

















enced salesmen and field sales su 
pervisors, there are certain ele 
ments of sales “know-how” which 
the new salesman gropes for and 
which many older men have neg 
lected. Among these abilities is the 
skill required in handling objec 
tions. 

Every real estate salesman has 
encountered sales resistance the 
objections that prospects and po 
tential buyers put up as a screen 
for their real or imaginary reasons 
for not buying. Sometimes these 
objections are real; frequently they 
are not. We cannot go so far as to 
say that people intentionally give 
false for not buying, but 
many of the objections they offer 
are not valid, while the real rea 
son, often unconscious, lies hidden. 

The real problem is not the va 
lidity or the honesty of the objec 
tion put forward by the buyer. The 
real problem is what to do about it. 
His objection must be met and 
overcome in such a way that it Is 
removed, not temporarily beaten 
down only to rise again later on. 
Objections must be met in such a 
way that the buver is hardly aware 


reasons 


“Our payments on @ car and other items ere all we can hendle now.” 


of what is going on except that he 
has somehow changed his mind - 
voluntarily. Whether the objections 
are real or false, factual or imagi 
nary, they are real to the prospect, 
and must be treated as such by the 
successful field salesman. There ar¢ 
three main techniques in common 
use by successful real estate sales 
men for overcoming objections: 
direct rebuttal, the “yes-but” meth 
od, and what we call the “boome1 
ang.” 

Direct Rebuttal: In its simplest 
form, this method of overcoming 
objections says: “You're nuts!” or 
“You're a liar!” and the man who 
shouts the loudest and carries the 
biggest club wins that round. In a 
more polite form, direct rebuttal 
simply says: “To the contrary, you 
really want to buy this building in 
spite of your objection.” 

The old jingle says: “He who 
consents against his will the 
same opinion still.” You can’t brow 
beat a buyer into action not fa 
vorable action. You can’t change 
his mind or activate his emotions 
by winning an argument. Go back 
to first principles. The 
in selling is to make the buyer act 
want him to because he 
wants to do it. 

“Yes — BUT!”: This is a little 
more tactful, and is perhaps most 
often used by people who are mak 
ing a conscientious and sometimes 
obvious effort tactful. In es 
sence it “There is no doubt a 
lot of truth in what you Mr. 
Jones, and you have undoubtedly 
given the matter a lot of thought, 
BUT, here is a which you 
have considered, and becaus¢ 
of it vou should do so-and-so.” 

This method the buyer 
credit for being sincere, credit for 
having some and some intel 
ligence, admits the weight of the 
objection, but counter-balances it 


is ol 


big secret 


as you 


to be 
Says 


sav, 
factor 
not 
gives 


Sensc 


“I went te weit to see what future business conditions will be.” 


House peyments ere no more than rent, and you're building an equity 


tt isa’t foir to think speculatively in terms of your own heme 
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with new facts or another idea. 

The “Boomerang”: The boome: 
ang is the method that really rings 
the bell, but the salesman has to be 
constantly alert to use it, and not 
every sales interview creates an op 
portunity to use it. The fellow who 
doesn’t want to buy insurance to 
day because he’s lucky he had 
seven narrow escapes last yeat 
that’s just the reason he should buy 
it now, for by the law of averages, 
his luck is just about run out. 

The secret of the boomerang is 
that it converts the man’s objec 
tions into his primary reasons for 
buying. He is ignorant of construc- 
tion, and is afraid of wet basements, 
bad plumbing, etc. We're selfish 
people too, and we can’t stand for 
such things because it hurts our 
reputation and costs us money. Th¢ 
house is located on a long, narrow 
lot; which will save him money be- 
cause his tax bill is based partly 
on tront footage. He is afraid a 
small house will be crowded as his 
family this house was 
built for later additions, as shown 
in the plans, ete. 

There are, of course, many ob 
jections and variations of objec 
tions encountered by real estate 
salesmen on the firing line. Let's 
sce how some ¢ xperienced salesmen 
handle the more common objec 
tions: 

“I want time to think over your 
proposition.” 

“T want you to have all the time 
you need to think it over. Are there 
some points I have not made clear 
to you where I can give you more 
information? If so, I'd appreciate 
your questions now, because I’m 
sure you'll agree with me that the 
time to think about this proposal 
while I'm here to answet 
your questions and help you with 
the problem.” 

In some cases the 
“wants to think 


increases; 


is now, 


buver who 
it over” has some 














“I Whe this house very much, bet the price if still tee high.” 


This suits your seeds, offers security, long-range performance 
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other reason for a delaying action. 
Analyze the situation and if possi 
ble find out what that reason is. 
He may want to check your prop 
osition with the experience of an- 
other customer of yours; he may be 
holding another offer behind his 
back while getting information 
from you; he may simply be pick 
ing your brains while intending to 
buy another property elsewhere. 
Smoke him out. The boomerang is: 
“NOW is the time to think because 
I'm here to help you NOW.” 

“We are buying a car and other 
heavy items right now and have 
about all the payments we can han- 
dle at present.” 

“I realize, Mr. Jones, that your 
budget is probably stretched to thx 
limit like nearly 
ind that you 
ible dollar to meet your present 
commitments. But the fact is that 
the payment program on this house 
is roughly the same as your present 
rent, and you will be building up 
a savings in your equity while you 
are paying for your house the samc 
as rent, which pay 
anyway 

OR: “I know, Mr. Jones, that 
you, like other people, have to econ 
omize at every turn, and at the 
same time build up some sort of 
security for vour family. There is 
no question about it, analyzing the 
figures we have this 
property, it will make possible ma 
nv cconomies for which will 
uid in your handling your other 
financial problems.” 

The ig 
becomes his main reason for 
ing NOW. 

“I want to wait and see what 
future business conditions will be. 
Perhaps the market will drop, and 
{ will avoid any loss that way.” 

“Mr. Jones, I don't believe it’s 
fair to think speculatively in terms 
of vour own home. After all, you're 


everyone else's, 


can use every avail 


you have to 


gone over on 


you 


boomeral! his objection 


buy 


buving this house to live in, not to 
try to resell it at a profit. The time 
io buy a home with the conveni 
ences of this one is when it is most 
useful to you, which is right now.” 

Direct rebuttal don't 
about “loss” or “gain.” 

OR: “Mr. Jones, I can’t blame 
you for wanting to wait a bit and 
conditions will be six 
months or a year from now. Natu 
rally, none of us can predict wheth 
er there will be a depressien, mor 
inflation, or whether an atom bomb 
will drop on all of us tonight. BUT, 
we do know that regardless of ‘con 
ditions’ we are all going to try to 
live and take care of our familics 
and build some security for their 
futures. Now this house represents 
an opportunity for you to give your 
family what it needs in gracious 
living and at the same time build 
up some equity as a hedge against 
the future. It gives you a chance to 
make some real savings.” 


worry 


see what 


The “yes — but” swings his think 
ing to his real need to decide. 

“I'll have to talk this matter over 
with my family.” 

“Mi 
vor: you've given m«¢ 
your time this morning, and have 
listened carefully to everything I 
have told you. I think you have a 
fine understanding of this proposi 
tion. I have spent 10 years repre 
senting my company, and in solving 
the types of problems you are fac 
ing. You may buy a house only once 
or twice in your lifetime. I handle 
dozens of ‘deals’ a month. I don't 
think I can expect you to answer 
all the questions your family might 
raise with only the preparation of 
the two hours you have just spent 
with me. Could you call them and 
have them come here, or take me 
with vou to see them while I'm here 
to help you discuss this with them? 


Jones, let me ask you a fa 
two hours olf 


(Please turn to page 39) 
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®@ Homes Our Readers Are Building 


Homes Stress Individuality 


YALES of Barken-Built homes re 
Ss sult from their individualism. 
“I try to plan each house I build as 
if I were going to live in it myself,” 
says Max Barken, building partner 
of the firm, Barken Realty and Con 
struction Company, University City, 
Missouri. 

Homes with “personality” must 
have original eye-appealing deco 
rations, rugged construction, large 
rooms, well-placed closet space, 
says Mr. Barken. 

Recently, a $380,000 luxury home 
built for speculation attracted wid 


attention in the Saint Louis area 
for its distinctive features and 
strong construction. Exterior finish 
of the home is narrow Los Ranchos 
brick. Sales features are General 
Electric garbage disposal units and 
dishwashers, inside flower garden, 
unusual shrub border planted in a 
brick “box” running half the length 
of the home, slate roof, ornamental 
leather doors, solid birch doors. 

Floor area of the home is 1,034 
feet. Overall dimensions ar« 
52% feet. Lot dimensions are 
130-170 feet. 


SqoUATe 
26 x 
LOO x 


BEDROOM | 


on s+ 0 


— 


LIVING ROOM 


STUDY DINING ROOM 


en oe ENTRY 


babar "7 


Foundation of the home 
ed reinforced 
and full-height 
provided in the full basement. 
Barken Realty and Construction 
Company is a consistent advertiser 
im the 
pape rs 
pany recently 


1S pou! 
Laundry 
space are 


concrete. 


storage 


classified pages of news 
Publicity-minded, the 
built a home for in 
spection during an exhibition spon 
sored by the Saint Louis chapter of 
NAHB. 

Nationally- known 
seen in the homes are 
standard and Crane bathroom fix 
tures, Schlage hardware, Ruud hot 
water heaters, Youngstown kitchen 
cabinets and sinks, Haydite aggre 
from Saint Louis Brick Com 


com 


brand names 
American 


gate 


pany. 





Select Buying 
Cuts Expenses 


UXNURY $10,000 

4 cheaper than those previously 
constructed by G. A. Mezger & 
Company are being built in a new 
100-home land development pro 
ject in East Hills, Long Island 

Quantity buying of fine prod 
ucts, standardized floor plans with 
no uneven planes, and production 
line activity enables the 
to accomplish the price saving 
Total cost of the home ts $21,500 
Included in a packaged mortgage 
are a General Electric 
heater, 
washer 


homes almost 


company 


range, water 


refrigerator, and Bendix 


Livable floor area is 1,456 square 
feet composed of three bedrooms, 
living-dining kitchen, and 
bath. ‘The overall dimensions ar¢ 
28 x 52 feet. Lot size is one-quarter 
acre or larger. 


room, 


Full basements in the homes pro 
vide storage space. Foundations are 
10-inch poured concrete. Overhead 
loads are supported by steel girders, 
five steel lally and two 
brick piers. The girders run latet 
ally through the home 


columns, 


Monotony of appearance is avoid 


ed with seven front elevations 
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Rooflines are varied, end gables 
are changed or added, and the size 
and shape of windows are varied. 

Outstanding features are the two 
20 foot panoramic windows, five 
high medicine chest in the 
bathroom, bathroom light diffusers 
attached to infra-red health lamps 

Nationally known products used 
are a_ stainless Tracy sink, 
General Electric range, General 
Electric retrigerator, Miami-Carey 
exhaust fan, Bendix washer, Libby 
Owens - Ford Phermopane glass, 
Captolaire warm air furnace equip 
ped with a Sun Ray oil burner 


foot 


steel 
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XCELLENT, varied services 

given by the managers of Jef 
ferson Park Homes, a duplex, gar 
den apartment project in Metuch 
en, New Jersey, and private-home 
accommodations have secured ten 
ants fer nearly all of the 280 new 
apartment units. 

Presidential Homes, the owning 
and building corporation, provides 
names of laundry and cleaning serv 
ices, domestic servants, schools and 
churches, music teachers; gives loca 
tion of recreational areas, supplies 
travelers with road conditions, bus, 
train, and plane schedules. Man 
agers help organize play periods 
for children, set up hobby groups, 
rent cleaning equipment, and oper- 
ate a clearing house for out-grown 
tovs. 

Private rear entrances to every 
apartment, full basements below 
each unit, and no tenant-noise over 
head are the home-like advantages 
advertised by the corporation. 

Rent schedules for the brick, 
colonial apartments are $79 per 
month for four rooms, $93 for five 
rooms, $107 for six rooms. 


Bedrooms and bath are on second 
floor, kitchen and _ living - dining 
room are on first floor. Floor area 
of five-room unit is 615 square feet, 
six-room unit is 730 square feet. 

Individually - controlled heating 
is provided by a York-Shipley oil 
burner. Other products include 
Wincrolt gas ranges, Kelvinator re 
frigerators, Richmond bathroom 
fixtures, Natico asphalt tile floor 
covering, Bradley pre-finished oak 
flooring. 


Flexible Design Lowers Costs 


HANCES for low-rent, private 


ly-constructed garden apart 
ments increase with the construc 
tion of Richfield Gardens, Clifton, 
New Jersey. Builder Joseph J. Bru 
netti saw the way to many savings 
by conducting a survey of large pre 
war rental housing projects built 
without FHA insured financing. 
The entire development of 2,000 
units is financed by the Alexander 
Summer Mortgage Company of 
Newark under Title VI of FHA, 
but the apartments maintain their 
low cost because Mr. Brunetti was 
able to convince FHA 
that sound construction 


authorities 
could be 


3 ROOM APARTMENT 


KITCHEN 
BEDROOM ie" x 7'}0" 
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LIVING ROOM 
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planned if they would take the 
starch out of geographical regula 
tions. rigid design resulted 
allowing more economical but en 
tirely reliable substitute materials 
and methods. 

Rent schedules for the 
apartments covering 150 
sought and obtained were: 
month for combination living-bed 
room, kitchen, and bathroom total 
ing 350 square feet; $62 a month 
for living room, bedroom, kitchen, 
and bathroom occupying 430 
square feet; $74 a month for living 
room, two bedrooms, kitchen, and 
bath totaling 570 square feet. Prices 
include gas range, refrigerator, 
heat, and hot water. 


Less 


2 OOO 
acres 
$55 a 
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5 ROOM APARTMENT 


Ist Floor A 2nd Floor A 


Parking areas in the front of the 
apartments eliminated long, expen 
sive driveways to the rear; space for 
parking is larger than that called 
for by FHA, yet cheaper than the 
rear parking plan usually required 

Exteriors are of brick and wood 
siding varied to prevent monotony 
Nationally known products include 
Truscon Steel casement windows; 
from Steel Sash Service 
Terry brick; U.S.G. gyplap, asbes 
tos shingles, Rocklath, plaster, as 
phalt roofing; Schlage hardware; 
plumbing fixtures by American 
Standard; Welbilt gas range; Serve! 
and Frigidaire refrigerators; Con 
goleum-Nairn linoleum; Acme 
kitchen cabinets 


steel sash 





ownership 
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IT Am Wour Nome 
Qe 


AM YOUR HOME. product of nature and man and ma- 


chines . . thousands of skills at their best . . to make living easier 





for you. (I lighten your tasks. I make strong your spirit. I make 
secure your future. I make enjoyable your leisure hours. (1 am 


built to endure. I can cradle your young at birth, shape their 








| clraracter at youth, comfort them in their maturity, shelter them 


+ 





in their sunset years. (1 am your companion, your friend, your host, 
your servant, your bodyguard, your bondsman. I am your proudest 
possession. (1 keep'you safe from the elements. I shut out the cold and 
the snow, the wind and the rain. Effortlessly, | make you warm or cool. 
I bring you beauty and color and light. I frame for you the everchang- 
ing magic of trees and flowers and sky. No king of ages past possessed 
as much. (1 am the symbol of man’s progress from the days of the 
cave. I will grow nearer and dearer to you through the years. I will be 
loved because of the storms I have helped you weather, the heights I 
have helped you climb, the tears I have dried, the joys I have created. 
(1 am the expression of your faith in a way of life. I am the fruit of 
your labors and the spark of your incentive. | am a bulwark against 
tyrants. | am yours—your stake in America, a nation made free and 


great by men and women who—like you—believe in the 





stronghold of enterprise. (1 am your Home! 


RALPH H. CLEMENTS 
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By ALFRED M. COOPER 
\ / HENEVE R sales volume decreases, for whatever 


reason, selling methods and sales administration 
criticized. The wise real estate executive ac 
cepts this critical comment as part of his job, but also 
analyzes it carefully and accepts the indictments that 
apply to his own organization. 

This open-minded analysis probably will boil the 
matter down to three 
men are doing a highly productive job and must be en 
couraged to continue their good work; (b) some sales 
men are doing the best they know how but are weak 
in some phase of selling technique, and (c) a minority 
are not doing the best selling job of which they are 
capable 


may be 


conclusions: (a) certain sales 


\ series of properly-conducted sales conferences, at 
tended by all the will serve to increase the 
knowledge of advanced 


sales force, 
who 
ing and will needle the 
methods. 


need sales train 


minority group imto resum 


those 


1 ALLTCSSIVE 
The 
thei 
most effective methods of selling and the entire group 


[here are two objectives to the sales conference. 
best salesmen must be encouraged to contribut« 


must leave the conference genuinely inspired to do a 
better selling job. 

Lhe sales conterence is essentially a training conter 
instructor. How 
instruction consists of pooling the group's 
rather than telling 
In preparing the discussion questions, bear in mind 


that the question itself must be extremely simple in 


ence, with the executive acting as 
ever, the 


icle as 


wording and crystal-clear in’ the 
One ot the 
complex discussion 


thought expressed, 
simplest questions may develop into a 
This is excellent if the leader can 
group's thinking so that the conclusions 
sufficiently 


clarity the 


reached are concrete to be readily remem 
bered and applied by the salesman in his daily con 
tacts with prospects 

group is asked to 


a salesman can show a 


For example, if the suggest the 


best methods by which house 


or handle the prospect who wants to wait “until prices 
down,” there may b 
discussion can boil 


down to half a dozen vital suggestions 


con 20 methods proposed But 


this contusing mass of opinion 


And while this 
discussion is in progress, the entire group can be 
strongly, if indirectly, motivated to improve their own 
techniques. Yet a harangue by the sales executive on 


the subject might only create resentment among his 


subordinates and result in no improvement 

When you convene the opening sales conterence of 
this special series, seat the group comfortably and then 
explain that this series of meetings will concern itself 
not with specific listings or with contacting individual 


customers, but with general sales technique 
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After a three-minute introductory talk, this 
question to the group: If you were in my place, what 


our 


put 


specific steps would you take to increase sales 
volume? 

Phis question calls for a blackboard development in 
which every suggestion is listed in numerical order, 
the only proviso being that it does not conflict with 
earlier ones. The executive may expect possible criti 
cism of the way he is handling his job and should list 
this along with other suggestions without hesitation 
or any remote indication of resentment. 

Unless the group members are afraid of their boss 
they will -be sincere in their suggestions, once they 
understand that the superior wants only honest opin 
ions. This desire on the part of the executive will be 
come apparent when he shows his willingness to ac 
cept criticism of his own work. Then he can insist 
upon equal frankness in criticism of the salesmen’s 
selling efforts. 

Assuming 20 different responses listed on the black 
board, the leader now has the nucleus to prepare dis 
cussion questions for an entire series of conferences. 
Each more 
discussion questions. At first some effort will be made 


suggestion becomes the basis for one o1 


by certain salesmen to use this occasion as an oppor 


tunity to establish excuses for poor 
Later, the group will get down to business and the 
members will criticize those among their number who 


attempt to alibi. 


performance. 


Development and listing of ideas should require 
about half an hour. Then put this discussion question 
to the group: Of these suggestions for improvement, 
which three do vou consider most urgent for considera 
tion at this time? 

If the earlier discussion has been properly carried 
out, every weak point in sales technique and organi 
vation will be on that blackboard. The executive, bet 
can tell when the list of sugges 

Phere can be open and implied 
management and of the salesmen 
Salesmen can and will offer more constructive criticism 
than the would 
care lo pass out in any open mecting 

It is of little importance which three 
given top rating by the group. The 
ceding this consensus is the vital element in this open 
Howe ver. the 
that discussion in the 


ter than anvone else, 
tions is complete 
criticism, both of 
of each other average sales executive 
subjects are 
discussion pre 
ing conterence leader should announce 
following meetings will be con 
fined to the three subjects chosen by the group 

Here are 
quality of real estate sales conlerences 


specific suggestions for improving the 
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Avoid Verbosity 


More conferences are spoiled because of the lead- 
er’s verbosity than for any other reason. Get your 
group comfortably seated, then outline to them, with 
in three minutes, the problem they are to solve at 
that meeting. After this, throw the meeting open fon 
discussion and limit your participation to asking short, 
snappy questions to encourage group members to 


think and talk. 


ie aor 
wv) Encourage Discussion 


\fter putting the problem before the group, the 
leader should confine himself to asking questions that 
encourage discussion. The best of all follow-up ques 
tions is “Why?” and a runner-up is “How?” Since thes 
questions must be extemporaneous, much will depend 
on the leader's alertness, upon how closely he is fol 
lowing the discussion. The questions must be thought 
provoking, must not divert attention from the prob 
lem at hand, must relate to obvious, pertinent points. 
They must not be “leading,” either in wording or in 
flection. 


GroF (00) Stop Digression 


In every conference situations arise when group 
members attempt to digress from the problem under 
discussion. If the leader cannot control this, the dis 
cussion will soon be so tar afield that all hands will 
have lost sight of the real objective of the meeting. 
Any conference leader who is worth his salt will kill 
off digressions before they have gone far enough to 
distract the thought of the group from the problem 
it is solving. 


Vr. 


© Control Participation 


Suppressing the too-talkative salesman is part of 
the leader's job. It is obviously unfair to the remainder 
of the group to permit this loquacious one to do far 
more than his share of the talking, particularly sinc 
he too often adds but little of value to the discussion. 
The leader can ask the group not to let one of their 
number do all the talking, but the garrulous member 
is likely too thick-skinned to take the hint. It 
mav be bluntly to ask the talkative one to 
a chance to express an opinion. If 
this situation is handled firmly at its inception, it sel 


dom arises a second time 


to be 
necessary 


give someone else 


Develop Differences 


interested in the discus 
sion, much more will be accomplished than if they are 


attending one of those 


If vour salesmen are really 
listless sessions in which every 
one is bored and nothing worth listening to is said. In 
terested group members will interrupt one another, 


will give the individual who is talking their absorbed 
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attention, will not indulge in private conversations, 
and will be completely unaware of the time 
rhe leader can keep the group interested by select 
ing an interesting subject for discussion, keeping the 
discussion on the subject, encouraging everyone to pat 
ticipate, developing a sharp difference of opinion be 
tween opposing group factions and occasionally 
even calling atter,tion to the fact that this divergence 
exists. A tame, polite discussion does not stimulat« 
thinking. Brand new ideas are developed in a discus 
sion when the participants are stimulated enough to 
interrupt one another and extend themselves to meet 
the opposition’s arguments. 
Wi 
\N¥ 
6 =X. 
se 


Three or four times in the of the 
the leader should interrupt proceedings momentarily 
to sum up the ideas developed up to that time. Such 
summation has the effect of discouraging repetition of 
ideas, and members are encouraged to advance new 
arguments to support their previous contentions. The 
leader should sum up cach subject and the arguments 
advanced by opposing factions, then call for a show 


Review ideas 


course discussion 


ing of hands to decide the issue by majority vote. Onc 
decision 
announced, the problem is solved. Then no further 
discussion of that subject should be permitted in the 
conference. 


=F Plan Subjects 


Pe 
Any conterenc 


lake the trouble 


what vou hope to accomplish at the 


this consensus has been established and the 


worth holding is worth planning 
to list the subjects for discussion 
meeting. If 
are using a blackboard, be sure you have a clean eras 
r and plenty of chalk. Be that 
tunity exists for interruptions or distractions such as 


you 


sure, too no oppo! 
telephone calls, messengers. For obvious reasons, neve1 
schedule important 


mealtinu 


conferences immediately afte 


Inject Humor 


gly 
eae 


The last thing any conference group desires to do 
is to listen to the funny But no 
miatier how serious the discussion, miyect a bit ol hu 


leader's favorite stor 
\ good laugh 
Phe humor should grow out of the dis 
cussion itself and merely be pointed up by a word from 
the leader 
pense of any member of the group 


9 GQ 


mor into the proceedings occasionally 
relaxes tension 


It is better if these laughs are not at the ex 


Stimulate Discussion 


meeting led by who 
little of the art of 
how it 


you are 


Ii vou have sat in a 
knew 
know 


somcon 
conterence lead rship you 
called on tor 
lore to talk. Even the 

if really interested and convinced 
thing to add to it 
Don't invite hurried, extemporized stammerings. Wait 
until opinion is crystallized and is volunteered. Never 
call on opinion 
around the table 


feels to be an opinion be 


ready shyest salesman, 
that he 


will talk without being called on 


has some 


from group members in rotation 
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| OW many homes have you 

built since 1941? 

\pproximately two thousand. 

How many do you plan to build 
next year? Price bracket? 

Only a few weeks ago, we com 
pleted the purchase of 320 acres of 
ground adjacent to the city limits 
of Midwest City. Engineers and 
land planners are now engaged in 
laying plans for this 320 acres as a 
new addition to Midwest City on 
which we will develop lots for 
about one thousand homes to be 
built in 1950. I am not sure at 
this time as to the number of these 
homes I will build myself since I 
have several prominent builders 
who have indicated a desire to pur 
chase sizable blocks of these lots. 
1,000 homes will range in 
sales price from $7,500 to $8,500. 

What do you think is the best 
way the home building and real 
estate industry can help stop the 
spread of public housing? 

I believe that the best answer to 
public housing for us is to 
tinue building moderately - priced 
homes in great volumes. There is 
every indication that during 1950, 
the home builders of this nation 
will build, for the fourth consecu 
tive year, approximately one mil 
lion homes. It is my further belief, 
based upon conversations with lead 
ing builders over the nation, that 
an even greater percentage ot 
homes built in 1950 will be in the 
lower-priced brackets. I believe 
this will be the answer to public 
housing in the minds of most of 
our public officials, for I hold that 
the great majority of these men do 
believe in private enterprise and 
the concepts of government which 
have made this country 
Nevertheless, we should 


These 


con 


great. 
continue 


to carry our educational campaign 
to the public and be ever vigilant 
in our 


elected 
representatives in our efforts to pro 
tect private enterprise 

Do you think rent control will be 
renewed? 


Based 


relations with ow 


upon conversations with 
members of the Congress and with 
people in our industry, T predict 
that rent control will end in 1950 

What should we be doing that 
we are not doing to help end rent 
control? 

The fact that our 
built’ approximately 
homes a vear for the 
has aided more 


industry has 
one million 
last three vears 
than anvthing else 
the relaxing of rent controls 

What sales features do you stress 
most in your new houses? 

In the selling of homes, the first 
thing we 


stress is the location 
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its distance to shopping centers, 
churches, parks, play 
grounds, and transportation. In the 
home, we clear oak 

adequate facilities, 
baths, colorful, light, and 
kitchens. 

Do you advertise and “talk up” 
nationally-branded products? 

We have always found it a dis 
tinct advantage to use only nation 
ally - advertised products through 
out our homes, and we have neve 
been bashful in calling this fact 
to the attention of our prospective 
We have tound that 
this immediately gives the prospec 
tive home confidence in us 


Ss hools, 


floors, 
tile 
airy 


stress 


rer 
storage 


customers 


ownel 
and in our homes. 

What is your opinion of the pub- 
lic acceptance of strictly functional 
modern designs, flat roofs, open 
plans. 

Wi had such good success 
in this area with colonial and south 
ranch - type architecturs 
that we have not dared experiment 
with strictly functional, modern 
design homes. 

What trends in home design do 
you forecast for the future? 

I do not any 
changes in home design 
not in the near future. I 
however, that hom« 
and home buvers alike are 
color conscious than eve 


have 


western 


radical 
at least 


foresee 


do be 
lieve, builders 
becom 


Ine more 
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before, and, as a result, we will 
have much better jobs of decorat 
ing in the future. 

Do you plan to use demonstra- 
tion homes more this year than 
last? 

I know from reports I have re 
ceived from other builders across 
the country that model homes have 
proved to be one of the best selling 
aids. During the last seven years, 
builders in this area have not used 
this type of promotion. But, when 
selling becomes “sticky” I am sure 
that we too will make full use of 
demonstration homes. 

If you were to plan Midwest 
City again, what changes would 
you make and why? 

I suppose I am as proud of Mid 
City as any hen was of het 
one chick. However, even with 
Midwest City as scientifically per 
fect as any planned community can 
be, thanks to Seward Mott and 
Gabriel Harmon, there is one phase 
of the planning I would change if 
I were doing the job over today. 
Midwest Citv borders a four-lane 
highway on the south. Originally, 
that lay-out was the opinion of the 
planners and me. Midwest City was 
planned so that our rental units 
which backed on the four - lane 
highway would be a buffer between 
our shopping center and our single 
family units. About three-fourths 
of a mile of apartment houses were 
built backing up to this highway. 
If we did the job over, we would 
face all these units on the highway, 
even if it meant the additional ex 
pense of an access road or an addi 
tional traffic lane. We say this b 
cause we have found it impossible 
to overcome the unsightly condi 
tions that are inevitable in the rear 
of apartment buildings . . 
cans, clothes-lines. 


west 


. garbage 
Another reason 
I believe even more important is 
that when dense plantings to hid 
the evesores are made, the view of 
the shopping center is blocked. 
What do you think the industry 
needs most? 
The home 
the future 


close ly 


building industry in 
must to work 
Various government 
clected government 
end that the proper 
available for build 
continue to provide mod 
erately-priced homes in great vol 
ume What industry needs 
most to do a maximum job is rea 
sonably 


continue 

with 
and 

officials to the 


agencies 
tools are made 


crs lo 
oul 


long-range legislation en 
abling the builder to make 
plans on a two-to-three year basis 
rather than on the touch-and-go 
basis handicapping us since the wat 


home 
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Keleheus....Focal Point of Today’s Selling 


By BOB FAWCETT Add the American housewife’s natural interest in an efficient kitchen to the extensive 
ait iialaal national advertising that has stimulated her desire for the latest equipment and design 
and you have an important “Yes” or “No” to the sale of a home. How can you build salable 
kitchens? Do families who buy new houses usually have their appliances or can you add 
salability by including these appliances in the mortgage? What kitchen plans point the 
trend? On the following pages we present the results of surveys on the packaged mortgage 


and a portfolio of the latest ideas on good kitchen planning to help you sell new homes 
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The Journal staff undertook three surveys 


to find the answers — among buyers 
of homes equipped with kitchen 

and laundry appliances, 

among buyers of non-equipped homes, 


and among real estate builders 





LARGE majority of people who buy new homes 
LX these days do not have the major appliances neces- 
sary to equip the kitchen and laundry. Except in pack- 
aged mortgage homes, 84°, of these buyers purchase 
one or more appliances — refrigerator, range, washing 
machine — shortly after they move into their new 
homes. 

This fact was brought out in personal interviews 
conducted by the Journal with new home buyers in 
cities in California, Iowa, Illinois and Connecticut. 
The interviews were taken to discover what effect the 
packaged mortgage — including major appliances in 
the home mortgage — has and can have on the sales 
value of today’s new homes. 

In interviews with buyers of non-packaged-mortgage 
homes, results showed that of the 84% who buy one 
or more appliances, 51°) buy two, 28°% buy three or 
more. 

Even among the 16°, who have all the necessary 
appliances before purchase, 10° say they buy one or 
more items of new equipment because “my other ap 
pliances looked out-of-date in our new home” or “out 
old appliances don’t fit well into the allotted space” 
or “I want one of the new models.” 

Many of these people have not heard of the pack 
aged mortgage. When Journal representatives ex 
plained the plan, 64°, of the home owners wanted 
io know in effect “Why wasn't this plan offered to us?” 
In homes of $12,000 or less, 92°% said the plan would 
have made their home purchases easier. In the higher 
price brackets, many of the home owners would have 
preferred the plan because of its convenience, induc 
tion to better planning. 

One West Coast army veteran, buyer of a home 
without the packaged mortgage, made this typical 
comment: “It would have made it a lot easier for us 
to get started.” 

Others admitted that they hesitated to buy their 
homes because the downpayment plus purchases of 
furnishings and appliances “was almost too big a load 
to carry.” One woman confided, “We couldn't decide 
tor three weeks whether or not to buy this house. We 
were renting an apartment furnished with appliances 
I know if they'd been offered like you explained, we 
wouldn't have waited so long.” 

In some cases, owners said the plan wouldn't have 
influenced their purchases either way, but some made 
such remarks as “maybe the kitchen could have been 
planned better” or “it would have been easier than 
having them installed after we moved in.” 

Interviews with buvers of homes in which one o1 
more appliances were included in the mortgage show 
ed that only 9°, of those in homes costing $10,000 o1 
less had any major appliances before purchase. In 
$10,000-$15,000 homes, 24°, of the owners had one 
or more appliances. In higher-priced homes, 53° had 
had one or more appliances. 

Those who were not impressed by the packaged 
mortgage plan said they would have preferred to 
choose the type or size of appliances they wanted ot 


Top to bottom: 


Robert Markey points out the advantages of Tyler Park appli 
ance-equipped homes to prospect in Garden Grove, California 


Kitchens in J. C. Nichols’ Prairie Village homes have refriger- 
ator, range, disposal unit, dishwasher included in the mortgage 


This kitchen in a $10,500 two-bedroom home built by MacBride 
Realty, Sacramento, has refrigerator, range, and tiled counters 


Newell & Daniel, Inc., Long Island, installed range, refrigerator, 
laundry, and dishwasher in 61 homes last year. Plans 75 in 1950 














Left: In his Bonnyville Homes in Colorado Springs, Builder John Bonforte installs refrigerator, range, clothes washer. Right: A fully- 


equipped kitchen in one of the 100 homes built by G. A. Mezger, Roslyn, New York. Mortgage includes refrigerator, 


“pay for everything at once.” ‘These reasons usually 
were given from buyers of higher-priced homes. 

Based on survey results among buyers of packaged 
mortgage homes, the most popular reason for liking 
the plan is the financing arrangement. One Illinois 
woman answered typically, “Tt helped us to buy this 
house. It would have been hard to get a refrigerato1 
and stove or as good ones after we made the down 
payment.” 

\ yvoung Southern home buyer commented, “We 
wouldn't have been able to swing it (home purchase) 
without the appliances. I only had $1,500 for the 
downpayment and we had to have a washing machine, 
retrigerator, and stove. That would have cost us at 
least $500 and they wouldn't have been too good at 
that. I got all these and a garbage disposal in the 
downpayment with just a couple dollars extra on my 
monthly payments.” 

Although 71°. of these owners said that the pack 
aged mortgage plan actually helped influence them 
to buy then a surprising number said that the 
primary reason was the better kitchen planning re 
sulting from use of the packaged mortgage. “Every 
thing looked inviting,” was the comment of one wom 
an. “It made it look just like a 
was the remark of another. 

The plan does enable builders to make use of every 
inch of space, utilize better standards of kitchen plan 
ning as reported on pages 32-34 

Most builders who use the packaged 
mortgage agree on its effectiveness, and more of them 


home, 


home, not a house,” 


real estate 
reportedly are using it as a sales tool today than eve1 
before. Others, like Robert Bransford of Abilene, 
Pexas, plan to start. Mr. Bransford “We are 
definitely interested in using the packaged mortgag¢ 


Savs, 


30 January, 1950 


range, washer 


and are starting to build 20 homes within the next 
60 days, in which dishwashers and disposal units will 
be included. Then we hope to work into a completely 
equipped kitchen.” 

Some builders do not use the packaged mortgagy 
because it is not standard practice in their communi 
These builders usually install standard equip 
ment heating unit, water heater, kitchen cabinets 
and sink consider other major appliances “extras.” 

Builders using the plan underline its sales value 
with such comments as these 

Stambaugh & Williams, Inc., Greenwich, Connecti 
cut: “It helps sell the woman, and the husband usual 
ly wants to please her.” 

Albert E. Furlow, San Dicgo 
on downpayment to average buyer 

fed B. Brown, San Angelo: “Saves the buyer the 
trouble of installing appliances the hard way 

j. R. Perry, Bradenton, Florida: “One finance plan 
instead of two or three.” 

G. A. Mezger, Roslyn, New York: “It majo 
importance to the public and to the building indus 
try. It eliminates a double load and enables the 
to purchase a larger, better house.” 

John Bonforte, Colorado Springs: “Most low-income 
buyers are unable to buy quality appliances exc pt in 
packaged mortgage.” 

Donohoe Investment Company, Des Moines: “Same 
mak 


ties. 


Smaller 


investment 


is ol 


buyer 


low amortization terms possible as the mortgage, 
ing more sales possible.” 

Harry A. Hurni, Kalamazoo, Michigan: “Almost ev 
ery woman is interested in new appliances and a well 
arranged location.” 

Lawrence J. Hallett, Swanton, Ohio 
through comparison with other similar homes offered. 


‘Buyers buy 
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Left: Preferred Realty & Builders, Chicago, finds extra sales value by installing automatic laundries, dishwashers. Right: All of 


the newest appliances are offered in the six-room houses being built by 


Adding an extra appointment or accessory that can 
be seen sells better than hidden qualities incorporated 
in building. Eve appcal has the greatest merit in sell 
ing. And there’s less worry about appliances fitting 
into the allotted space.” 

H. W. Cheel, Ridgewood, New Jersey 
scems more comple te, better planned.” 

Miller Nichols, Kansas City, Missouri: “We feel that 
electrical equipment installed in our new homes which 
tends to reduce drudgery for Mrs. Homemaker is one 
of the greatest sales appeals in new homes today. Ow 
ranch-type homes in Romanelli West are equipped 
with complete electric kitchens and attic fans. We have 
installed about 100 waste disposers in our small homes 
in Prairie Village and are now installing electric dish 
washers as standard equipment.” 

James C. Caine, Portland: “It is very good and helps 
a lot other conditions are 
eood % 

W. P. Bridges, Jackson, Mississippi: “Purchasers 
prefer a complete package. Many young couples are 
unable to make payments on their home and appli 
ances at the same time.” 

Frank M. Fisher, Fort Wayne, 
complete home at a 
month. Installation during 
actual 


“The house 


sometimes when not so 


“You are selling a 
only a few cents more a 
construction is cheaper. 
space they'll 


cost of 
People can see the amount of 
have.” 

William H. Mann, Long Island 
all price ranges — $8,000 to $50,000 
new appliances with the home, 
plan the kitchen and laundry 
what is going to be used.” 

Franklin Burns, Denver 


ready for 


“It helps sell in 
Most buvers want 
and the builder can 
correctly if he knows 


It makes a complete untt 


Oct upancy 
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Arnold Hartmann in Oak Hill Village near Boston 

\ few builders surveyed qualified their statements 
that houses sell better with appliances included 

Covert Hills, Inc., Newport, Kentucky, says, “The 
plan is definitely good in lower cost homes. In 
tom-built and higher-priced homes, it is less effective 
unless dishwasher and garbage disposal are also in 
cluded.” 

G. A. W. Fleming of Cordell, Oklahgma, says, “It 
is more effective in homes for peopl 
beginning housekeeping.” 

William A. Highsmith, Anderson, Indiana, says 
“The plan helps sell, but quality appliances should 
be used.” 

Horace G. Holland, Anniston, Alabama 
the past it was effective because appliances were hard 
to get and purchasers didn’t have enough cash in thei 
pockets to buy and make the downpayment 

Flovd Lowe, Palo Alto, California, says 
cent of own thei 
others prefer to make their own choice 

Sixty-three percent of these builders prefer to in 
clude all the necessary kitchen and 
ances rather than one or two individual 
Appliances most commonly used are, of 


cus 


who are just 


says, “In 


kilts 


own appliances 


per 


our buyers ind 


laundry appl 
appliances 
course the 
refrigerator and range, with washing machin almost 
all of them automatic, 
ularity. 


Garbage disposal units 


following close behind in pop 


clothes 
builders 


dishwashers ind 


dryers are being included by more and more 


because installation of these is not only a tremendous 


selling point to housewives with an eye to saving time 


and energy, but also because these units can be in 
stalled more cheaply during construction 
Leon E. Danforth, Providence, savs 


(Please turn to page 3 
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Guide to Efficient Kitchen Planning 


The housewife spends more time in the kitchen than in 
any other room. This is a proved fact. And she expects 
the room to provide more conveniences, energy-saving 
features. To sell this partner in the home-buying decision, 
the realtor and builder must analyze the requirements 
of today’s housewife, discover what functions tomorrow’s 
kitchen should perform. To make your kitchens more 
salable, here are several guides for efficient planning 


PLANNING THE SPACE 


Location of kitchen to other rooms should prov ide easy access to both front and rear 
entrances and should connect with the dining and service 

aTat areas. Avoid any arrangement that makes the kitchen the 

1 <- main thoroughfare of the house. If the homes are planned for 

oh fe families with children, a view of the play area from the 

ee f kitchen is desirable. If a utility room is planned, it should be 
Py | idjacent to the kitchen. There is a growing trend to group 
' 


the rooms together 


Shape and size wil! vary with the size and shape of the home. The major require 
ment is that there should be sufficient wall space for installa 
tion of appliances and all necessary cabinets and counters 

re \linimum amount of wall. exclusive of doors, for base cabi 
nets and appliances in a kitchen having “liberal” storage 


ent facilities is 20 linear feet; for a “medium” kitchen, 1714 feet: 
for a “limited” kitchen, 15 feet. Avoid jogs or projections of 
walls 
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1—One of the most ideal kitchen arrangements is the U- in which the sink; the 
tor, range are on three separate walls and work surface is continuous for working 


2—The L-shaped kitchen has a continuous work surface on two walls, with two fixtures 
on one wall, one on the adjacent wall. Remaining walls cam be used for doors, dining 


$—Best adapted to the narrow kitctien is the 
wall, one on the opposite wall. This plan is often 


4—One-wall kitchens have a continuous work surface with refrigerator and range at 
ends of the counter. This is adaptable to ising room kiechem combinations a small homes 


Number of doors in the kitchen should be confined to two, if possible. These should 
my lead to the dining area and back entrance. Door openings 
~~ should not interfere with arrangement of kitchen equipment. 
‘ae Avoid door swings which conflict with the use of appliances, 

— cabinets, or with other doors. 


Number of windows and their placemeft in the kitchen affect the amount of wall 
sat space available for wall cabinets. Use as many windows as 
possible without sacrificing needed wall space. Although 
FHA specifies that the window area should equal 10% of the 
floor area of any room, more daylight is needed in the kitchen 
If possible, increase the window area to 15 or 20%. One 
window should provide direct light for one stretch of work 
counter. Providing a window above the sink is desirable, 
though installation of the sink against inside wall may cost 
less. Avoid windows above the range for safety reasons. 


PLANNING FOR STORAGE 


Storage space needed depends on the size of family for which the home is built 
Plan for storage of specific items — packaged and fresh, non 
refrigerated foods, utensils, cleaning supplies, linens, dinner 
ware. The minimum amount of storage space needed for 
limited supplies (basic foods and equipment, exclusive of din 
nerware, for an urban family of four) is 64% feet of wall cabi 
nets, 8 feet of base cabinets. Ample space for limited sup 
plies is 734 feet of wall cabinets, 13 feet of base cabinets 


* storing kitchen items should be near the point where they are 
first to be used. Wall cabinets should be planned for storage 
of dishes, small packages, bottles, cans on shelves 12 inches 
deep. Base cabinets should have deep drawers and shelves 
to store vegetables, bulk fruit, large utensils. Top drawers 
should be planned for storing small utensils, linens. Large 
packages of food can be stored in wall cabinets or base cabi 
nets to balance frontages. Some ranges have drawers for 
storage of large utensils. No shelf should be higher than 72 
inches from the floor, so wall cabinets should be placed not 
more than 15 inches above the base cabinets 


PLANNING FOR FOOD PREPARATION 


Counter space depends on base cabinet requirements and functions of food prepara 
tion. Provide enough counter to fulfill whichever requirement 
is the higher. Minimum amounts needed are: 15 inches be 
side the refrigerator, 36 inches to the right of the sink bowl 
for stacking dishes, 30 inches at the left of the sink for drain 
ing and drying dishes, 24 inches beside or near the range for 
setting out serving dishes or dinner plates, 36 inches at some 
point for food preparation 
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Location of appliances and cabinets depends largely upon location of work centers. 
Normal sequence of work centers is from right to left. The 
food preparation center is at the right, followed by sink, 
range, serving centers. This sequence saves motion for the 
right-handed person. Dinnerware cabinets should be near 
either the sink or dining area, preferably accessible to both. 
Space allowance for appliances is usually 36 inches for the 
refrigerator, 42 inches for the range. These widths will ac 
commodate the largest appliances commonly used in a small 
home. Recommended distances between center fronts of 
appliances are: refrigerator to sink, 4 to 7 feet; sink to range, 
+ to 6 feet; range to refrigerator, 4 to 9 feet. Distances less 
than these indicate that there is not enough counter space; 
longer distances means uneconomical use of space. 


Recommended clearances between cabinets or appliances opposite each other is 4 
feet, sufficient for two workers. Clearance between cabinets 
at right angles to each other but separated by a door or work 
area, should be at least 3 feet (standard door width plus 
minimum casing); the clearance for appliances in this posi 
tion, + feet. Direction of opening for cupboard and refriger 
ator doors should be studied to plan for opening in direction 
of the work sequence. Cupboard and refrigerator doors should 
open in the direction of the work sequence, toward an adja 
cent counter. 


PLANNING FOR LIVABILITY 


Lighting and Wiring is important to the comfort. cheerfulness, safety of the 

kitchen. Artificial light from fluorescent tubes or filament 

(a) bulb fixtures should be provided by central ceiling fixtures 

for general illumination. Auxiliary local lighting should be 

used on the wall or in the ceiling directly above each work 

0 center. Recommended illumination: general, 10 footcandles: 

sink, range, dining area, work counters, 40 footcandles. Cen 
tral fixture should be multiple-controlled 





‘ 


Decorative Scheme in the kitchen is made easier by the variety of colors available 
for floors and counter coverings. The room is divided into 
well-defined areas of floor, walls, ceilings, work surfaces, and 
cabinet fronts, making it more adaptable to simple color 
harmonies. For floors and counters, variegated or marbleized 
patterns require less care than plain colors. Colors of walls 
and cabinets may be decorative but should reduce glare. Use 
white or pastel tints for the ceiling because they reflect more 
light than strong. dark colors 


Coverings and Finishes should all be durable, non-absorbent, stain-resistant, and 
easily cleaned. Work counters should be covered with a heat 
resistant material. Mouldings for facing counter edges should 
not mark the housewife’s clothing. Since many tasks are done 
while the housewife is in a standing position, a resilient floor 
covering will reduce fatigue. 


Ventilation 


is considered a basic necessity in the kitchen for clean, fresh air. Few 
‘ eigen 


~ small kitchens have the benefit of cross ventilation, so it is 
ae a desirable to install exhaust fans to expel unpleasant odors 

a) and excess vapor. A fan may be built into an outside wall or 
ee mounted in the ceiling. Preferably, the fan should be located 
near the range in order to remove hot air and vapors directly 
from their source 


eat 


These guides are suggested by the Small Homes Council of 
the University of Illinois in their circulars “Cabinet Space for 
the Kitchen,” C5.31, and “Kitchen Planning Standards,” C5.32. 
Other circulars in the series on home building are available 
lor 10 cents per copy. For a list of publications, write to the 
Small Homes Council, Mumtord House, University of Illinois 
Urbana, Illinois 
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Snack bar in this kitchen is partially divided by a miniature plate rail. Stove and work counter are concealed from the dining 


Yeu Ideas for Kitchen Convenience 


> 
Complete kitchen fits in a 4 x 11 foot window recess in a single 
room apartment. Shelved-door closes to conceal sink and cupboards 
when not in use. Refrigerator also hides behind a shelved-door 


Left — Deep, dark shelves are inconvenient. Shallow cupboards 
equipped with hooks for hanging utensils will hold just as much 
as the deeper type and eliminate fumbling for the right object 
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Packaged Mortgage 


(Continued from page 31) 


appliances break up the monotonous ‘workshop look’.” 

Brand names of the appliances used in packaged 
raortgage homes are advertised by 56°, of these build 
crs. 

\s an cxample, Mark Weggener of Aurora, Colo 
rado, promotes his Spurr Homes with photos of his 
kitchens in his display advertising. One photo was 
captioned: “Every Spurr Home is - sclt with this 
sparkling General Electric kitchen to help make house- 
work an exciting adventure.” 

However, Lawrence Hallet, Swanton, Ohio, says, 
“We don’t mention brand names in our advertising. 
We build up an over-all picture of our homes, rather 
than specific items.” 

Most builders agree that the home owner saves 
money by getting appliances in the packaged mort 
gage rather than from a retailer on the installment 
plan. And they say the lifting of Regulation W by 
the government, easing the restrictions on installment 
buying, has had little if any effect on the value of the 
packaged mortgage or its cost saving features. 

On this point, D. C. Johnson of Terre Haute says, 
“Lifting of credit restriction has not had any effect 
on the packaged mortgage. Amortization on mortgage 
payments is still much less and for much longer pe 
riods than a retailer can make.” 

Builders surveyed say that an average of 13% can 
be saved by the home buyer through the packaged 
mortgage. Here are typical replies on this question: 

Gordon L. Skinner, Salem, Oregon: “The difference 
between 5% simple interest and 6% discount contract 
on last of appliances.” 

Jules Reinauer, Lake Charles, Louisiana: “Not over 
$25-$50 but on so much easier terms.” 


Thomas Alberg, Seattle: “Between 10% and 15%.” 


Advertising Dollar 


(Continued from page 17) 


Willard Johnson of San Francisco immediately ad- 
vertises all exclusive listings. Harry E. Draa of Grand 
Rapids, Michigan, advertises immediately and gives 
three days exclusive to the listing salesman. 

“What percentage of the possible commission on a 
listing do you believe should be spent on advertising?” 

This is the poser. Answers range from 3% to 20%, 
and several members of our national panel say, “No 
definite amount.” The average amount spent is 9% 
of the possible commission. 

Donald F. Moore of Chicago confines advertising 
to exclusives and keeps cost records on each listing. 
If the cost exceeds $50, the property is reviewed and 
the advertising studied. If the owner consents to a 
price adjustment, they re-advertise; otherwise, they 
return the exclusive. On a percentage basis, advertis- 
ing should be limited to 10% of the possible com 
mission, savs Mr. Moore. 

“What percentage of your total advertising dollar 
do you spend for newspaper ads, for newspaper dis- 
play, for signs, for direct mail, for radio?” 

Classified ads get 71% of that dollar; newspaper 


display gets 9%; 10%; direct mail, 8.8%; ra 
1.9° 
+= /¢ 


signs, 
dio, 

For luxury homes, Waguespack, Pratt, Company 
does not use newspaper advertising of any kind, but 
uses direct mail exclusively. “Why use the newspaper 
to reach over a million when there may be only 100 
potential buyers in the whole coverage?” asks the 
compary. 

Further breakdown of the advertising dollar dis 
closes that 73% of it goes for brokerage business, in 
stitutional advertising claims 12.5°%, insurance busi 
ness accounts for 9.19%, property management requires 
1.5%, and home building takes 4%. 
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if you want to make a contract unassignable, be sure to make an 
express provision for it or damages for breach may be void or 
limited. Two rules exist on fraudulent claims about value — “‘benefit 
of the bargain” and “out of pocket.” Be careful of your wording 
on termination dates for exclusive listings. So says our legal expert 


By GEORGE F. ANDERSON 


LAWYER had just drafted an 

installment contract for his 
client. Can the buyer turn this con 
tract over to somebody else? 

Lawyer: “I guess he can, as there 
doesn’t seem to be anvthing in 
there about it.” 

Client: “I don’t want that. I don't 
want the buyer turning his contract 
over to any Tom, Dick or Harry.’ 

Lawyer: “I'll fix that. Just leave 
it to me. 

The lawyer had his stenographer 
add to the contract all in capital 
letters, and underscored, THIS 
CONTRACT IS NOT ASSIGN 
ABLE. 

Lawyer: “There 
fixes it.”” But does it? 

(1) By whom is it not assignable, 
the buyer, the seller, or both? 

(2) If the assign it 
what are the consequences? Maybe 
the assignment is void, so it doesn’t 
mean anything. Maybe the assign- 


That 


you are 


buve I does 
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ment is valid, but amounts to a 
breach of contract, so the 
could sue the buyer. If so, how 
much could he recover? One dollar 
is my Ihe seller could not 
“forfeit” the contract for the breach 
unless the contract expressly pro 
vided for a forfeiture. The 
not favor forfeitures, and will sel 
dom permit them in the absence of 
an express provision 
He fixed it, all right 


seller 


guess. 


law doe s 


TINHE sale price ola property was 
$10,000. Its 
The 


actual value was 


$12,000 seller made fraudu 
lent representations as to rentals, 
and the value of the property would 
have been $15,000 had these 
ments The 
fraud 
mcasure 


State 
buver sued 
and 
of damages? 

There are two rules. The first is 
the benefit of the bargain rule ac 
cording to which the 


been true 
the seller for 


What is the 


deceit 


buyer is en 
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titled to recover the difference be 
the contract price and the 
fraud value which would be $5,000. 

The rule is the “out of 
the pocket’ rule, according to which 
the buvet entitled to re 
between the 
fraud value, 


tween 


second 


would be 

difference 
and the 
$5,000 


cover the 
actual value 
which would be 

Let's take another 
Price, $10,000; actual value, 
fraud value, $15,000, According to 
the benefit of the bargain rule the 
entitled to recover 


illustration 
$8,000 


would be 
the diflerence between the contract 
price and the fraud price, which 
would be $5,000 


buve1 


the 
would be 
difference 


According to the out of 
pocket rule, the buyer 
entitled to recover the 
between the actual value and the 
fraud value, which would be $7,000 
Let's take one illustration 
Price, $10,000; value, $12, 
000; fraud value, the same, $12,000 
Under the first rule the buyer 
would be entitled to recover $2,000 
Under the 
Illinois follows the 
Dricky, isn't it? 


more 
actual 


rule, nothing 
first 


Ss cond 
rule 


agreement 
itself 
termi 


dip REAFTER this 
shall automatically renew 
like 


nated by either party by personally 
notifying the other party 30 days in 


for a term but may be 


of such intended termina 
Just exactly what does 


advance 

tion dat 
this mean 

dated 

, and is for six months 


An exclusive is 
1948 


June | 
so that 
it would expire on November 30, 
1948. Then the renewal provision 
renews it for a “like term” which 
would be until April 30, 1949. On 
December 1, 1948, 
broker terminating the exclusive as 
olf December 31, 1948 

Ihe broker claims that it could 
only be terminated as of April 30, 
1949, by 


owner serves 


giving 30 days notice be 
that time. That April 30, 1949 
was the “intended termination 
The owner claims that De 
31, 1948, was the “intended 
termination date 

I think the owner is right, particu 
since there is a doubt about 
the interpretation of the exclusive, 
ind it was drafted by the broker 
and must be construed most strong 


lore 


dat 


cembet 


larly 


ly against him 

Mavbe Novernber 30 
the intended 
ind = the 


1948 
termination 
that 


was 
date 
unless a 
termination served 
that date the exclu 
renew it 


idea was 


notice ol was 
10 davs before 

uld ticall 
sive would automatically 


self 
It coul 1 be 





Tax Pointers 55. ‘Tax lien and_ foreclosure 
Continued from page 16) losses are deductible in year the 
redemption period expires, not be 


32. Commissions paid for obtain 
fore. 


ing leases are not fully deductible ; , ‘ 
at one time but ona pro rata basis 36. Swapping one business or in 
aioe the tile of the bense. vesunent property for another simi 
lar parcel is a tax-free exchange. 
37. If you transfer property to a 
corporation in return for 80°% o1 
more of the stock, such a transfer 
is a tax-free exchange not a sale. 
38. When figuring profit on a 
sale of property acquired befor 
rectly determine gain or loss on any March 1, 1913, the fair market 
eventual sale. The Treasury De value for that year may be used 
partment wants to know deprecia instead of the cost in measuring 
tion allowed or allowable the gain. Increment in value befor« 
34. If mortgage property is sold that date cannot be taxed. This 
at a sheriff's sale, your loss is not does not apply when a loss is re- 
deductible if property is bought by — ported, then cost basis applies. 
a member of your family. Resi 39. If a partnership sells property 
dence losses are not deductible in contributed to it by one of the 
any event partners as his share of the capital, 


33. Must you bother taking de¢ 
preciation deductions in a_ loss 
yearr Yes, because the basis of youn 
property must be consistently re 
duced year after year by the ac 
crued depreciation in order to cor 


They're still dry 
after eight years 
Because smart planning included the THORO System for 


protecting these housing projects, they are today, sound 
and dry 





An extra room in every home, — 


if the basement room is Thorosealed 











37 YEARS OF TRIALS, 
TESTS AND CHANGES 
TO REACH PERFECTION 


Today, we supply to the 
construction industry pro- 
ducts of such merit and 
efficiency as have become 
generally recognized as 
being ideal for the function 
for which they were origin- 
ally designed 


Tn ea 
TT Ga 
QUICKSEAL Cnn" 





Standard Dry Wall Products 


Box X, NEW EAGLE, PENNA. 
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what is the basis for gain or loss? 
It is the same as that for the partne1 
who transferred the property. 

10. Mortgage interest is deducti 
ble, including that on your resi 
dence, whether or not you “are on 
the bond,” but if you make lump 
sum amortizing payments, only the 
interest part is deductible, not the 
payments on principal 

11. If real property is transferred 
alter the lien date, the buyer can't 
deduct the property taxes, even 
though he pays them. ‘They are 
added to his cost of the property. 

#2. Carrying charges, taxes, and 
interest may be capitalized rather 
than taken as deductions if a tax 
payer so prefers. In a loss year that 
would be advantageous. 

13. Abandonment does not give 
rise to a loss pel se. It is also neces 
sary to prove that the abandoned 
property was worthless. 

14. Keeping records in an orde1 
ly manner often helps to watch de 
ductions that otherwise may be 
overlooked. Also, the government 
may ask you to prove your deduc 
tions. Some records are always bet 
ter than none. 

15. Uncollectable notes are not 
taxable income. 

16. Inactive corporations must 
still file returns. Legal dissolution 
is necessary to terminate liability 
for filing. 

17. If you believe that your com 
pany is a personal holding com 
pany, file the special personal hold 
ing company tax return in addition 
to the regular return and pay the 
additional surtax prescribed for 
such companies. 

18. A new company has_ the 
choice of filing on either a calendar 
or fiscal year basis. Once the de 
cision is made, no change is al 
lowed without the permission of 
the Treasury 

19. Farmers should file form 
1O10F along with their return if 
they keep no records other than 
cash receipts and disbursements in 
formation 

50. A form W-2 information re¢ 
turn must be given to each em 
ployee by every employer on or be 
fore January 31, 1950. Employec 
should attach original to his pet 
sonal tax return. In addition, form 
1099 must be filed by any person 
paying interest, rent, premiums, 
professional fees, etc., to another, 
if these payments excee d $600. The 
forms mav be obtained from. the 
local Collector of Internal Rev 
cnue and whe n fille d In, should be 
matled to Processing Division 
Country Club Station, Kansas City 
2, Missouri 


ReaL Estare AND BUILDING JOURNAI 





New Dual-Promotion Idea 


Wwe 


rPYED SACKETT, Los Angeles 
realtor, has arranged a tie-up 
between the numerous Wilshire 
Boulevard properties which his 
firm handles and the publicity cam 
paign for a new book, “Fabulous 
Boulevard.” The book deals with 
the career of H. Gaylord Wilshire 
after whom the boulevard was 
named and some of the history of 
Southern California which has 
formed around the boulevard. 

In the newspaper advertisement 
for the book, a lamp post bearing 
the Wilshire Boulevard street mark 
er as the trade-mark. On the lots 
handled by his firm, Sackett has 
erected large red, white, and bluc 
placards bearing the same street 
lamp motif and the title of Ralph 
Hancock's “Fabulous Boulevard.” 
In prominent lettering beneath is 
the reminder that each of these 
properties is handled by the Sackett 
realty firm. 


Buyer Resistance 


(Continued from page 19) 


Yes BUT: 
talk to them.” 

“IT can’t be too sure of my own 
future, with the changes that are 
taking place in my company right 
now. 

“Mr. Jones, I know just how you 
teel. I think most people changé 
jobs several times during their lives, 
but they go right on living just the 
same. Whatever happens, you hav 
a place to live, and I think we both 
agree that owning vour own hom¢ 
and paving for it on a simple pro 
gram such as we have 
you greater security and a 
opportunity to take care of 
responsibilities than doing without 


“Let me help you 


here gives 
better 
vou! 
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the home you want while you wait 
to see what will happen.” 

The boomerang — the best thing 
for you regardless of changes. 

“I have been considering another 
property in a different subdivision, 
and think it might be a better deal 
for me.” 

“I realize, Mr. Jones, that buying 
a home is a major decision, and | 
know that the XYZ Development 
has a lot to offer. I wouldn't recom- 
mend this deal for you just because 
} want to make a sale or because 
you might like the way I comb my 
hair. My interest, and vours, is in 
getting the best deal possible fon 
your family and for your future. 
Now we know that you need three 
bedrooms, a full basement, garage, 
a lot large enough to be useful for 
play areas and recreation, conveni 
ent schools and transportation, a 
good shopping district close by, and 
a church you want to attend. These 
are the basic requirements of yoin 
situation, and I believe you'll find 
that this property is the one which 
will give you all of them on terms 
vou can handle.” 

The “Yes — BUT” says: “Yes, the 
other deal is good, but this is bet 
ter. 


“Your proposition sounds very 
good, but the price is too high.” 

“Mr. Jones, let's be realistic. 
You've apparently spent a good deal 
of time looking for just the right 
place for your needs, and have giv 
en this problem a lot of thought. 
I could tell you, for example, that 
when vou buy this house, you're not 
spending, you're investing, and that 
you are not buying a higher priced 
house but one which will give you 
greater economies on repairs and 
upkeep in the long run. You know 
all the arguments you have no 
doubt listened to them from other 
salesmen, 

“Let's look at it this way: in this 
life you get just what you pay for. 
You get out of life just what you 
put into it. You work for a com 
pany that is a leader in its field, 
not because it puts out better mer 
chandise, but because it is selling 
satisfaction, results, convenience, 
security, the personal satisfactions 
of its customers. There are 
houses you can buy, Mr 


lots of 
Jones, but 
I'm not showing you just another 
house. We've been looking here at 
long range security, long range e« 
onomical performance, with 


attention to your real needs. 
7 


‘ k st 


Now -- for the first time! 
STANLEY McMICHAEL | 


tells you bis money-making secrets in 


REAL ESTATE SUBDIVISIONS 


Here is McMichael’s money-making technique — 
the fruits of over 40 years’ real estate experience 


applied to today’s opportunities for 


substantial 


profits in subdivision. McMichael has watched sub- 
division fortunes grow from Van Sweringen’'s Shaker 


Heights in Cleveland to the booming 1949 West 
Coast refinements. Now he tells, in complete detail, 
how you can boost your profits in this ripe field of 


real estate opportunity today. 


COVERS EVERY PHASE OF SUCCESSFUL SUBDI- 
VISION — You are shown exactly how to pro 
ceed in every step from buying the acreage to 
selling the custom-built houses or package 
units. You get sound, reliable guidance on 
How to appraise acreage for subdivisions 
How to take advantage of city and regional 
plans How to test for public approval 
How to avoid pitfalls in subdivision designing 
How to calculate sales value of proximity 
to stores, schools, parks How to develop 
resort properties Practical and legal aspects 
of restrictions Contracts and deeds 
Special! selling techniques — im fact, every move 
you must make in order to guard against risks 
and make the most of the profit opportunities in 
subdivision today 


33 COMPLETE CHAPTERS GIVE YOU PRICELESS 
GUIDANCE — McMichael! gives you explicit, 1-2-3 
instructions as well as a wealth of tps, storm 
warnings, and rule-of-chumb measures that here- 
tofore existed only in the judgment and expe- 
rience of veteran subdividers. He gives you sam- 
contracts, agreements and legal forms that 
stood the test, Rules tor Construing 
Description, a representative Declaration 

of Restrictions used by a successful medium 
arade development. He gives you a complete 
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FREE 

5-DAY 

TRIAL 

MAIL COUPON 


percentage breakdown of development and sales 
costs as experience has shown you will meet 
them. He gives you everything you need to in 
sure your real profits in successful subdividing 
tor today's market 

READ IT 5 DAYS FREE — Send coupon below 
for your copy of ‘Real Estate Subdivisions’ by 
Stanley L. McMichael. Read it five days — then 
send only $5.75 (plus few cents postage) im full 
payment, or return the book to us and owe 
nothing 


f MAIL THIS COUPON | 
Prentice Hat, INc., Dept. M-NR-150 | 
70 Fifth Avenue, New York 11, N.Y. | 
Send me, for $ DAYS’ FREE EXAMINA | 
TION, a copy of Stanley McMichael’s 
REAL ESTATE SUBDIVISIONS.” Within | 
five days I will either send $5.75, plus few | 
cemts postage, in full payment —- or return 
the book to you and owe nothing | 
Name 
rime 


ADDRESS 





PRODUCT PROGRESS 


Magnetic Door Catch 


Cupboards now can have magnetic door catches. 
When the door is closed a small metal disc contacts 
an alinco magnet which holds firmly but releases 
as soon as the door is opened. 

This new product is manufactured by Engineering 
Achievements, Inc., New Orleans. 


Plastic Window Shades 


A new plastic film has been designed as a window 
shade by Charles W. Breneman Company, Cincin 
nati. 

The new product will not tear, puncture, and has 
no filling to come out. The smooth, lustrous finish 
comes in four shades ivory, white, green and tan. 
Standard sizes are available. 


Hardware Lacquer 


Home hardware, such as doorknobs, cabinet trim, 
can be given a coat of a newly-developed lacquer 
which is said to be impervious to cleaning fluids, 
paint remover, perspiration. 

Manufacturers, Sargent Company, New Haven, 
say their product is also highly resistant to impact, 
abrasion and salt spray. 


THE FULLY 
AUTOMATIC STOKER 








FOR AUTOMATIC 
HEATING AT ITS 
BEST 


1. SAVES FUEL 
2. CUTS LABOR 
3. ENDS SMOKE 


4. CONTROLS | , 
TEMPERATURE of fuel and labor savings 


made by Winkler Stokers... 


Send today for amazing proofs 








U. S. MACHINE CORPORATION 


see how your investment in a 
Winkler will pay a sensation- 
ally large return—actually pays 
for itself in fuel savings alone. 


KLER 


fly aulomalit 


STOKERS 


Free Booklet 


on request 


Only Winkler 
has this fully 
automatic trans 
Mission. 


DEPT. S-010, LEBANON, IND. 


10 January, 1950 


Studs “Shot” into Concrete 


With a powder-actu- 
ated driver, workmen 
can now put a frame 
into place and “shoot” 
a Y-inch or %-inch 
diameter headed stud 
through the hole in the 
frame's angle lug. The 
drivers can be used al- 
so for fastening conduit 
boxes and hangers to 
concrete walls and steel 
I-beams with a saving 
of several minutes. 

Once studs are em- 
bedded, tests have shown 
that they resist a pull 
of several thousand 
pounds, according to the 
Mine Safety Appliances Company, Pittsburgh, who 
developed the driver. 


Zonolite’s Vermiculite 


Vermiculite is an incombustible, mica-like miner 
al used as a plaster or concrete aggregate in place of 
sand or gravel. The golden laminations of the ma 
terial contain dead air cells which act as insulators 
and reflectors. 

Vermiculite is designed to retard heat transmis 
sion for long periods of time. The aggregate weighs 
about one-third as much as sand. 

One inch of Vermiculite plaster gives from two 
to four times the fire protection of one inch of sand 
plaster, according to the Zonolite Company, Chicago 


Concealed Wires in Truss Door 


Truss Doors of the 
hollow-core, flush-door 
type incorporate four 
wires within the frame 
which bear all warping 
and twisting stresses. 
Kennebec, Inc., Bing 
ham, Maine, announces 
that the doors, finished 
in birch veneer, can be 
adjusted to conform to 
misalignment that may 
occur in buildings after 
installation. 


Vanity-Lavatory Unit 


Cabinet-lavatory units, made by William Schenck 
& Co., Inc., Evans City, Pennsylvania. which can be 
used with any brand of counter-top plumbing fix 
tures, are available for low-cost housing units 

Cabinets are constructed of hardwood with baked 
enamel finish in beige, grey-green or light grey 
Counter tops are finished in Micarta in a variety of 
colors. Closet and drawer space is provided below. 

These additional features can be added to this basic 
unit: a matching cabinet with a fold-away vanity 
top which becomes flush with the counter, spacious 
mirrors to flank the backwall of both units. and small 
overhead cabinets hung from the wall for extra stor 


age spac eS. 
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“Cockpit” Elevators 


Elevator operators now stand in a private com 
partment with a floor base one foot above that of the 
passengers. Designed by Westinghouse, the innova 
tion gives the operator an unobstructed view of the 
elevator entrance. 

Doors for the new cabs are two feet wider than 
standard store elevator doors. An additional feature 
is an electric eye which prevents the doors from | 
closing if any part of a passenger’s body is in the way. 


Time to Renew your Mortgage? 


Sash “Snubr” Announced | 


Designed to replace 
ropes, pulleys, and 
weights on window sash- 
es is a device called 
“Sash Snubr”. The sin- 
gle unit with no outside | 
attachments consists of | 
a stainless steel holder 
and pressure spring that 
exerts pressure upon a 
synthetic roller. 

The “Snubr” may be 
installed either in sash 
or frame and is manu 
factured by Verb Man- 
ufacturing Company, 
Coffeyville, Kansas. 


Leaders in Large Loans 


“Canned” Aluminum Roofing 


Advantages of an aluminum roof can now be 
given by a metallic elastic film called ‘“Permalume 
Foil’. The aluminum or copper liquid can be sprayed 
or brushed on a roof surface to give highly sdiutiine 





effects, according to Grems Manufacturing Compa 
ny, Klamath Falls, Oregon. 

The liquid film hardens into an elastic fiber which 
is also an insulator because the silver coloring works 
on both sides of the film. 


Builders Participate in New Sales Campaign 


TT IE “Good American Homes Program,” a sales pro 
motion vehicle for the building industry, will get 
under way in January when the first demonstration 
homes are opened in Detroit. 

Sponsors, the United States Savings and Loan 
League and the Retail Lumber Dealers Association, 
will try to educate builders to meet the public’s bud 
get limits and show the public how to get excellent 
housing even though limited in pay-ability. 

Nation-wide members of USS&LL and NRLDA 
will be furnished home plans, specifications, and the 
“line-tap” on the high-voltage promotion generated 
by Ted Baldwin, Inc., the originators and developers 
of the campaign. Sponsor-members will supply the 
four basic plans, specifications, and the promotional 
guidance to local builders, realtors, and building sup 
ply men who will construct and finance a demonstra 
tion home, spotlighting their own activities. 

Ted Baldwin, Inc., creator of the “Blandings Dream 
House” campaign, is financing the promotion plant 
by selling the right to use the “Good American Homes 
Program” promotion to manufacturers of nationally 
known building materials, home appliances, house 
hold furnishings. All advertising media will be used. 
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Greater Value 
at 
Lower Cost 


By economical, streamlined modular construction, 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis- 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi- 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 


Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO 9, GHIO 





January, 1950 








from a West Coast Realtor. 


“I think it very unfortunate for the thou- 
sands of persons planning and_ building 
their homes in this State that you do not 
advertise your book more extensively . . . 
for in all my 25 years selling lots and help- 
ing clients build their homes, 1 have never 
encountered anything quite so practical as 
this book of yours hereafter, every 
time I sell a homesite, I am going to order 
one of your ‘HomOgraf Planners’ sent to 
my client at my own expense.” 


It Really is Quite a Book 


with over 100 home designs by Richard B. 
Pollman, in a wide variety of styles and 
sizes, with blueprints, a material list and a 
specification guide available for each - 
with editorial counsel on every step in 
home planning from choosing the home- 
site to landscaping the finished home — a 
treasure house of information to any home 
planner. 


It’s a Big Service to Clients 
and Yields You a Good Profit 


It will pay you to get this book into the 
hands of your clients and _ prospective 
clients for it will encourage more building 
and better homes. 


But you don’t have to give it to them 
just make it available poll edhe will gladly 
pay its small cost. Our liberal deal for 
Realtors brings you a good profit on each 


hoo 

I'd rather let the book tell its own story 
right at your own desk, so let me send you 
one for your examination, together with 
details of t many ways we can add to 
your profits 
Just say, “Let 
me see it” 
on your 
business 
letterbead. 
I'll send 


it along! 


A. P. WITTMAN, G. M. 


HomOcrar 
PLANNER CORPORATION 


11723 East Eight Mile Road 
EAST DETROIT, MICHIGAN 








WA, 








A few days ago a friend of ours, 
wanting to buy a new home, walked 
into the office of a realtor in a 
large Midwestern city. There was 
no secretary in the outer office, so 
the prospect waited for a few min 
utes. Soon a man appeared in the 
doorway of the oflice and asked 
curtly, “What do you want?” No 
more had the prospect introduced 
himself than the realtor said nasti 
lv, “I'm too busy to talk with vou 
now,” and turned away. 

This prospect embarrassed 
at such treatment and angry. 
It made matters worse that he was 
a stranger in the city. It took a lot 
of talking to convince him that 
very few realtors are like that and 
that he should try another. 


Was 


This type of treatment is diffi 
cult to imagine, but it’s a fact and 
happens too frequently. Only a few 
real estate people are responsible 
for this inexcusable discourtesy. 
But it only takes a few to under 
mine the good-will strived for by 
the industry in general — conscien 
tious men and women who realize 
that their business is serving the 
public honestly, efficiently, 
courteously. 


and 


Perhaps the real estate industry 
ought to make a careful self-exam 
ination to seck out those peopl 
who are sabotaging industry good 
will and give them a comprehen 
sive course in good manners. 


If you are looking for ideas to 
help you build or modernize, or to 
show to customers who are looking 
for suggest you get two 
outstanding booklets recently is 
sued by manutacturers. One is a 
booklet published by U.S. Gypsum 
Company and the other is by Amer 
ican Radiator and Standard Sani 
tary. They are both done in full 
color and are beauties. Real Estate 
builders and property managers 
will find them useful sources of sug 
gestions, especially to show home 
$cc ke rs 

The USG booklet pictures 153 
rooms in color, and the American 


ideas, we 
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Standard book presents the most 
popular bathrooms, kitchens and 
laundries of the year taken from 
their “Modern Room Ideas for Bet 
ter Living” series. Send one dollar 
to U. S. Gypsum Company, 300 
West Adams Street, Chicago 6, for 
the former, and order the latter for 
one dollar from any wholesaler or 
retailer of American-Standard prod- 
ucts. 


The nation’s home builders will 
gather together in Chicago on Feb 
ruary 19 for five days of perhaps 
the largest NAHB convention-ex 
position in history. New directions 
in building and building materials, 
the over-all theme of the conven 
tion, will put on display special 
groups of new and revolutionary 
products, available nationally fon 
the first time. One-hundred-sixty 
manufacturers will display mor 
than six hundred products during 
the exhibition. 

* 


News Nibblings: If you want 
some figures to show how taxes are 
crippling our economy, here are a 
few: In 1929, the total U. S. budget 
was about $3 billion and the gov 
ernment spent less than two-thirds 
of the personal income of the resi 
dents of California. In 1949, the 
government skimmed off $55 bil 
lion in taxes. Federal expenditures 
were roughly equal to the entire 
income of all persons west of the 
Mississippi In striking head 
lines, newspapers using the leased 


the New York 


ported a Times survey, that there 


wires of Times, re 
has been a general upswing in the 
residential rent level in decontrol 
led areas. The headlines would have 
that the 
controls is proving disastrous. Ac 


readers believe removal of 


tually, the mavors of decontrolled 
areas make 
me from Hugh Wasson of Chatta 
“No rent 
cver on majority of rental proper 
tv. No skyrocketing of a 


on small scale 


such statements as this 
increases whatso 


nooga: 


rent even 
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CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 


SALES 


@ALBANY, N.Y 


Picowte Realty, Inc 
120 Washineton Ave 


@BLFFALO, N.Y 


William A. Larkin 
Company 
1] Niagara Street 


@DENVER, COLO 


Garretut-Bromfield & 
Company 
Security Building 


@e DENVER, COLO 
\. J. Dunton Realty 


Co 
400-10 Midland Sav 
ines Bide 


@KNONVILLE, 
i ENN 


Richards Real Estate 
Co 


722 Market St 


e@ NEWARK, NJ 
Van Ness Corpora- 
tion, Realtors 


@NEW YORK, N.Y 
Fass & Wolper, Inc 
? East 42nd Street 
Main Street Proper- 
ties Anywhere in the 
L.S.A 


eWICHITA, KAN 
Russ Prater Com- 
pans 
North Main 


e@ LOLEDO, OHIO 
Schuster & Co 


George F 


Schuster 


Gardner Building 


FOR EXPERT 


APPRAISAL SERVICE 


eCOLL MBUS, OHIO 
William P. Zinn & 


Co 
17 North Third St 


@CONCORD, N.H 
William E.. Sleeper 
Realtor- Appraiser 


@ RAST ORANGE 
N.J 


Godfrey K. Preiser 
M.A.1I S.R.A 


1 N. Harrison St 


@LOs ANGELES 
CALI 
Marshall W 
Taggart 
1636-1640 Wilshire 
Blyd 


@ MINNEAPOLIS 
MINNESOTA 


Norman L. Newhall 
M.A.1 


519 Marquette Ave 


@ MINNEAPOLIS 
MINNESOTA 


J. F. Sutherland 
M.A 


17 East 24th Street 


@ NASHVILLE 
TENNESSEE 
Biscoe Griffith Co 
—Since 1914— 
214 Union Street 
Tenn. —Kv.—Ala 


@NEWARK, N.J 
Harry J. Stevens, 
Al 


478 Central Avenue 


@NEW YORK, N.Y 
Henry Waltemade, 


Im 
9 East 149 Street 


@NEW YORK, NY 
Scientific Appraisal 
Corporation 
> East 42nd St 
$200.000 values and 
un ant 


ePHILADELPHIA 
PA 


Richard J. Seltzer, 
M.A.I 


12 South 12 Street 


est. LOUIS, MO 


Ono J. Dickmann, 


1861 Railway Fx- 
change Bldg 


@ FOLEDO, OHIO 
Howard W. Etchen, 
M.A.1 


Etchen-Lutz Co 


FOR LAND PLANNING 


e@WILMETTE. ILI 
Myron H. West 
916 Greenleaf Ave 


FOR IDEAL 


STORE LOCATIONS 


@ALBANY. N.Y 


Picotte Realty, Inc 
120 wash.ngton Ave 


@ALGUSTA, GA 


Sherman-Hemstreet 
Realty Co 
SOL Broad Street 


@BALTIMORE, MD 
B. Howard Richards 


n 
Morris Bide 


@CINCINNATI 
OHIO 


Robert A. Cline 


nc 
1027 Enquirer Bide 


@DES MOINES. IA 


Donahoe Investment 


o 
Retail, Wholesale 
Industrial 


@KANSAS CITY 
MO 


Moseley & Company 

Retail, Wholesale 
Industrial 

Suite 1111, Insur 
ance Exch. Bide 


@NEW ORLEANS 
LA 


Leo Fellman & Co 
829 Lion Street 


®@ORLAHOMACITY 
OKLAHOMA 
H. F. Bradburn 
Fidelity Bide 


@OKLAHOMA CITY 
OKLAHOMA 


1. B. Klein, Inc 

P.O. Box B 
Northwest Station 

Retail, Wholesale 


Industrial 


@OKRLAHOMACITTY 
OKLAHOMA 


Tom Poimter Co 


u4 Local Bide 


est. LOLS, MO 
Isaac 1. Cook Co 
1818 Arcade Bldg 


@SARASOTA, FLA 
Don B. Newburn 
144 So. Pineapple 

Ave 


@WASHINGION 
4 


Shannon & Luchs 


“ 
105 H Street, N.W 


FOR PROPERTY 
MANAGEMENT 


@e ANDERSON 


A. L. McKee 
Anderson Banking 
Co 


IND 


eCOLU MBUS. OHIO 
William P. Zinn & 


o 
37 North Third St 


@DENVER,. COLO 
Garrett-Bromfield & 
(Company 
Security Building 


@LOPEKA 


e@DENVER, COLO 
Vv. J. Dunton Realty 
bf 


o 
40-10 Midland Say 
ines Bide 


@ !ACKSONVILLE 
FLORIDA 


Mal Haughton, Jr 
108 W. Bay Street 


@ LOLEDO, OHIO 
Schuster & Co 
George E. Schuster 
Gardner Building 


KAN 


Greenwood Agency 
108 Fast Seventh St 


FOR FARMS 


AND RANCHES 


@DENVER, COLO 
V. J. Dunton Reali» 


Company 
400.10 Midland Sav 
ings Bide 


@LOS ANGELES 

CALII 

California-Nevad 
Company 

412 W. 6th Street 


FOR CHAIN STORE 


LOCATIONS 


@ ALLENTOWN, PA 
The Jarrett 
Organization 
42 Hamilton Si 
Specializing Fast 
ern Penna 


eCOLUMBLS, OHIO 
William P. Zinn & 


Co 


? North Third St 


@SOHENECTADS 
NY 


RK. ©. Blase 
434 State Si 


@SYRACUSE. N.Y 
Jackson M. Potte 
Inc 
237 East Genesee * 


e FOLEDO, OHIO 


the ALE 


Reuben 


(Company 


618-20 


fadison Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ALBANY, N.Y 


Picotte Realty, Inx 
120 Washington Ave 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 Hamilton St 
Specializing East 
ern Penna 


@eCOLU MBLS, OHIO 
William P. Zinn & 
Company 
3) North Third St 


@CONNECTICUT 
AND VICINITY 
Nathan Herrup, Inc 
61 Allyn St 
Hartford 


@DODGE CITY 
KANSAS 

L. B. Hancock, Inc 
P.O. Box 947 


eINGLEWOOD 
CALI 
Daw son 


Emerson W 
P.O. Box 555 


@ KANSAS CITY 
MISSOURI 


Moseley & Company 

Retail, Wholesale 
Industrial 

Suite 1111, Insur 
ance Fach. Bldg 


@ MOBILE, ALA 
lhos. M. Moore 
Industrial Site Spe 

cialist 


@OKLAHOMA CITY 
OKLAHOMA 
}]. B. Klein, Inc 
P.O. Box B 
Northwest Station 
Retail, Wholesale 
Industrial 


@OKLAHOMACITY 
OKLAHOMA 
Tom Pointer C« 


4 Local Bide 


est. LOUIS, MO 
Outo J. Dickmanr 

1861 Railway Ex 
change Bidg 


est. LOUIS, MO 
Henry R. Weisels 
Company 


418 North Eighth 


@5AN JOSE, CALIF 
Thos. L. Mitchell & 
Company 
97 Santa Clara 
“te 


@SCHENECTADY 
N.Y 
R. ©. Blase 
44 State St 








Rates for 


In the “Consult 


Advertising 


These Specialists 


Department 


2 lines 12 issues 
2 lines  msues 


2 lines 


Additional lines 


less than 6 issues 


50 cents per 


Per 

Iaaue 
$3. 
$3.50 
$4.00 


ssuc 


No charge for city and state lines 














/ / a> 
; Lon 1UION Ki WEL 


11... Opens the doot 
"tTO NEW HORIZONS 


. making quality Home ownership possible to 
many in and around your area. 


In the new CHAMPION Series you will find 
three attractive sizes. Two and three bed- 
rooms, a large living room, kitchen, utility 

room, bath, and ample closet space. These 

new two and three bedroom Homes are 

designed to sell from approxi- 

= E mately $6,300 to $7,500 complete 
CHAMPION HOME Size 3 ‘ ! with lot. 


Designed to sell for approxi- : 
mately $7,500* with lot. = a The CHAMPION Series is an 


addition to the popular Master 
and Deluxe Gunnison Homes. They 
are backed with over 15 years 


of successful experience. 


Interim Financing is available to qualified 
Dealers. Advertising, Sales Promotion services, 
and direct aid from District Sales Managers 


round out the program. 


New Territories are being opened and 
Trt, , 3a: Be bos we invite inquiries from those having 


sound financial standing and excel- 
CHAMPION HOME Size 2 : ° 
Designed to sell for approxi- ~ a ent reterences. 
tely $6,800* with lot ‘ : 
mately $ with to For complete Dealer information 


write to New Dealer Division No. 1 


Available in Left Gunnison Homes, Inc., New Albany, 
> Right-hand Pla 


Indiana. 


UNITED STATES STEEL (Ug) CORPORATION SUBSIDIARY 
CHAMPION HOME Size 1 


Designed to sell for approxi- 


mately $6,300* with lot Ele NEW ALBANY, INDIANA 


Available in Left 
or Right-hand Pilon 





